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by in Advance Retail Trade Edition 


DISPLAY and 
SELL NOW! 


Start early profits by sell- 
ing them for wear at foot- 
ball games. Develop or- 
iginal displays. 


Women recognize their 
style rightness for this 
season’s Fall and Winter 
costumes. Women approve 
their added comfort and 
protection. Women wish 
to be different, and these 
shoes are different and 
practical. 


OPERA BOOT 

Black or White waterprosted 
Swan. Retails from $4.25 te 
$5.00. 


THEY ARE 


DIFFERENT 


Dealers must make a profit this season. Approved 
last season by thousands of style-eminded women— 
Raynshu Ties sell in volume this year. Avoid the 
non-profit business of selling ordinary, competi- 
tive styles at non-profit prices. Push the season’s 
smartest value at profitable prices. The successful 
selling appeal this year is to be smart and different, 
yet practical. Quality instead of just low price. 
Raynshu Ties have everything that women want— 
and are willing to pay for. 

A broad variety of patterns and colors covering a 
range of popular retail prices. 


Write or wire to 


CAMBRIDGE 


RUBBER COMPANY 
CAMBRIDGE, MASS. 


BOSTON 
600 ATLANTIC AVE. 


CHICAGO 
317 W. MONROE ST. 


NEW YORK 
125 DUANE ST. 


AND LEADING WHOLESALERS 


Why Fur-Trimmed 
RAYNSHU TIES? 


Practical—go on and off 
easier — adjust perfectly 
to foot — waterproof to 
the top — waterproofed, . 
non-matting fur excludes 
snow and rain — keeps 
stocking clean — light in 
weight — warm — backed 


by generous dealer helps. 


MATINEE TIE 


Black or White. Retails from 
$3.25 te $3.50. 


When writing advertisers please mention Boot and Shoe Recorder 
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ILTON FLORSHEIM, chair- 
man of the board of the Flor- 
sheim Shoe Company, says: 
“The way the NRA is being han- 
dled now does not permit the ac- 


complishments of its purpose. I 
believe that the NRA should be 
stripped of everything save its pro- 
visions for the maintenance of 
minimum wages and a maximum 


| 


work week, and the abolishment of 
child labor. 

“I regard competition as the 
safety valve of democracy. With- 
out competition we will drift even- 
tually into a state of socialism. We 
cannot control industry without 
controlling the other elements en- 
tering into it, including labor. I 
do not believe that either industry 
or labor wants to be enslaved. 

“The whole program for chang- 
ing our economic set-up has created 
a price structure which is so high 
that people will not buy. In its 
present effort the Government has 
overlooked the thirty or forty mil- 
lion people making up the white 
collar class — clerks, office em- 
ployees, professional persons, those 
living on fixed incomes, etc. All 


these people want to buy, some of 
them may want to build a home, 
but they cannot because prices do 
not fit with their incomes. 

“Let the Government open the 
gates and let industry move freely. 
Let the Government prosecute vio- 
lators of the Sherman law and the 
Clayton act. Let capital and labor 
settle their differences as they have 
done in the past, using such me- 
diation boards as are already in 
existence. Then production will 
increase and unemployment will de- 
crease.” 

* * * 


RED GANNON writes: “Went to 
Gloucester and there had dis- 
course with Mr. Creske, who sculp- 
ted ‘The Gloucester Fisherman.’ I 
did learn from him that feet come 


first in sculpture, for if the feet do 
not tread right, the figure cannot 
possibly stand right—the news be- 
ing to my astonishment, as was also 
the information that the sculptor 
studied anatomy and the treads of 
men at sea before he started to 
make the brave figure. And I 


came away wondering whether or 
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no men tread from stores with firm 
or awkward carriage according to 
the skill of clerks in fitting shoes to 
their feet and asking if this skill 
does not need a larger knowledge 
of sculpture as well as of anatomy.” 
* * 

AILEY SLIPPER SHOP of Buf- 
falo was awarded first prize for 

its dramatic float in the pageant 


sponsored by the Kensington Busi- 
ness Men’s Association. The win- 
ning entry depicted an enormous 
slipper in white on a field of gold. 
Grouped around the slipper were a 
number of small girls in attractive 
white and gold costumes. Included 
among the judges of floats in the 
Kensington March of Progress 
pageant was Clement J. Kieffer, 
display manager of The Kleinhans 
Co. 
* * * 
LLEN’S SHOE STORE, New 
Orleans, for women, at 801 
Canal Street, is announcing its first 
anniversary with what is believed 
to be one of the first full-page ad- 
vertisements in colors ever used in 
newspapers for advertising wo- 
men’s shoes, appearing exclusively 
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in the Jtem. Ben R. Mark, man- 
ager, says “Styleworth” shoes are 
featured exclusively by the Allen 


store. 
* * * 


ORDOVAN has swept into 

men’s shoes with such speed 
that it is well for merchants to 
know what it is and why it is. 

Our Shoe and Leather Lexicon 
says: “CORDOVAN — The adject- 
ive is derived from the name of the 
Spanish city, Cordova, which had 
an ancient repute for the making 
of fine leather, either from goat- 
skin or horsehide, the Spaniards 
having been for some centuries the 
world’s best tanners. Cordovan 
leather from horse butt (rear part 
of horsehide), tanned with gambier 
and other vegetable tannings. This 
substance, or shell as it is called, 
lies in the butt of the skin. It is 
colored in black, tan, etc., and takes 
a brilliant polish. It is used for 
men’s high-grade shoes and makes 
beautiful leggings and some of the 
best razor strops. It is expensive, 
and is imitated in calf and sides. 
It is distinguished for its non-po- 
rosity and long-wearing qualities.” 

* * * 


W. MANDER, M.A., clerk of 

- the Cordwainer Company of 
London (the oldest shoe organiza- 
tion in the world), says: 


“The greatest efforts of the com- 
pany in these days are in the di- 
rection of technical education, the 
teaching boot and shoe manufac- 
ture and fancy leather work. 

“The school’s present address is 
Eagle Court, St. John’s Lane, Fins- 
bury, E. C. 1. 

“The word Cordwainer is syn- 
onymous with shoemaker and that 
title was in general use up to with- 
in 60 years ago. A master Cord- 
wainer and 26 Cordwainers were 
present with the English forces in 
the Agincourt campaign. As a 
trade guild, the Cordwainers are 
first mentioned in 1087 under the 
Latin name of Allutari. The name 
Cordwainer is derived from the 
Spanish town Corduba or Cordova; 
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—A young shoeman from Stockholm, 
Sweden, recently favored us with a call. 

—A fine, intelligent young gentleman 
with all facts and figures pertaining to 
Swedish shoe production and dis- 
tribution at his fingers'—or rather his 
tongue's tip. 

—He told us that the population of 
Sweden was 6,000,000, and the produc- 
tion and consumption of shoes was 
9,000,000 pairs. 

—We told him that the trading popula- 
tion of greater New York City was 
10,000,000 and the consumption of shoes 
was 18,000,000 pairs. 

—He told us that he was amazed at the 
"bigness" of America and admired 
greatly the courage and energy of the 
American people. 

—We told him that we admired greatly 
Sweden and the Swedish people; and 
that many of our finest citizens were of 
Svenska extraction. 

—Then we had lunch together at the 
Club, and a good time was had by all. 


President. 


and the Cordwainer was originally 
a worker in Cordovan leather. ‘My 
craft is necessary to you. I buy 
hides and skins and prepare them 
for my art, and make them shoes of 
various kinds, and none of you can 
Winter without my craft.’ ” 


* * * 
a B. BARNETT, proprietor of 

+ the five Barnett Booteries in 
southern California, says: 

“Our ‘Century Club’ has been a 
good agency to pep up the boys. 
To be a member of the ‘Century 
Club’ a man must have $100 sales 
record. The boys strive for this 
honor, and an increasing number 
are making the grade. The bulle- 
tin published weekly gives the ‘Cen- 
tury Club’ members for the week. 
Incidentally, it also gives the P. M. 
members and to make this list the 
P. M. man must have three dollars 
to his credit. 

“Our bulletin is very complete, 
giving the standing of every man 
in the organization for the week, 
including the managers. The bul- 
letin also shows mark-up, turn-over, 
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and pairage in each of the five 
stores. This plan more than any 
other one thing perhaps has chased 
out the depression bug. All our men 
are trained shoe salesmen and are 
proud of making good records so 


this competitive plan pleases 
them.” 
TTING REMARKS by Ray 
Hoppman: 


Hark! Hark! The dogs do bark! 

But then it serves her right— 

You see, she bought mail-order 
shoes— 

Alas! They’re much too tight. 


They say the first shoe was a 
piece of bark strapped to the foot 
—that’s when man became con- 
scious of his dogs. 

Yes, and why doesn’t someone 
invent a ball-bearing shoe for 
weary hikers. 

Anatomically speaking, shoe 
clerks pay so much attention to 
feet they’re bound to be self-ef- 
facing. 

Well, it’s one thing to fit the feet 
and an entirely different matter to 
foot the bills. 

There are a lot of useless words 
in the English language and some 
women know ’em all. 

There’s only one safe way of 
climbing in business and that is to 
stay on the level. 


I hear they are going to make 

shoes out of squirrel hide—for 
nuts. 
Hear about the professor who, 
having overpacked his brain with 
knowledge, purposely wore tight 
shoes to make his feet smart. 

Then there’s the shoe store pro- 
prietor who liked his business so 
much he tried to develop a pair 
of leather lungs. 

It’s most essential that feet should 
be properly fitted for after all they 
stand for a lot. 

Give a cheer for the tender- 
hearted father who always put on 
felt-soled slippers when he kicked 
his daughter’s boy friend out of 
the house. 

Truth will out—contrary to the 
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general opinion Cinderella didn’t 
want to wear the glass slippers for 
fear her bunions would show. 

It’s what SHOE do today that 
gives you a better start for tomor- 
row. 

What this world needs is a shoe 
with a strong appetite appeal for 
Polar explorers to eat. 

Well, so long—Hope you won't 
regard any of these remarks as 


SANDALous. 


it isn’t wise to joke 
with your customers. A Boston 
store found this out when a man 
came in and demanded an adjust- 
ment on a pair of shoes which had 
split along the vamp creases. There 
were more and equally obvious evi- 
dences of. plenty of wear. 

“How long have you had these 
shoes?” asked the salesman. 

“About six years,” said the cus- 
tomer. 

“You really haven’t had them 
any time at all, have you?” in- 
quired the salesman in what he 
thought was a jocular tone. “Any 
shoe,” he added, in the same care- 
free spirit, “ought to last longer 
than that.” 

Now this customer, who was 
either very literal minded, or a 
darn good horse trader, chose to 
treat the subject seriously. He 
agreed whole-heartedly with the 
salesman. He argued, insisted and 
finally became so angry that he 
was sent upstairs to see the head of 
the firm. 

The latter, up against a new one, 
felt forced to rule that, inasmuch 
as the salesman, whether he meant 
it or not, actually had made a state- 
ment to the effect that the shoes 
should have worn longer than they 
had, the firm would have to back 
him up and make an adjustment. 

The customer walked away with 


a new pair—free. 


British Colour Council op- 
erates very much as the Textile 
Color Card Association in America. 
Somehow they are able to antici- 


1934 


pate seven months in advance of a 
season, for in January they issue 
the color card for the following Au- 
tumn and in July for the Spring. 
A co-relation chart is issued later 
to precede the buying seasons of the 
retail houses. This chart gives the 
colors most suitable for various 
parts of the ensemble for different 
occasions—with the hosiery and 
leather colors which have been 
specially harmonized with the dress 
colors. 

The council has the assistance 
of consultative committees formed 
from among members of the lead- 
ing color-using organizations. 

* * * 


HE National Shoe Travelers’ As- 

sociation has presented a peti- 
tion to the Interstate Commerce 
Commission to be read and con- 
sidered at the coming hearing on 
the reduction of railroad rates— 
that interchangeable mileage books 
be reissued and that there be a 


complete repeal of the surcharge 
on pullman. In answer, the Inter- 
state Commerce Commission has is- 
sued an order for a hearing on 
passenger fares and surcharges, to 
be held in Washington, D. C., Nov. 
16, 1934, at 10 A. M. 


* * * 


OM” ANDERSON, secretary 

of the New England Shoe and 
Leather Association, tells of a new 
and novel plan for spreading the 
joys of walking over rural roads. 
The steamship companies running 
from Boston to the Provinces will 
quote, next Spring, special rates 


. for those who would go walking 


through “The Land of Evangeline.” 

“Tramping leisurely along the 
highways and byways was among 
the popular pastimes in_ the 
Provinces this Summer,” says Mr. 
Anderson, “and the steamship com- 
panies are going to invite folks of 
crowded cities of the U. S. A. to 
join in it next season.” 


THE CHAP WHO SETS HIS PERSONAL QUOTA Low 


WEEKLY SALES 
QUOTA 


HUNTER — 


Ew 13 
——TILL HE TRIES!?! 


WHEN I was approached to take part in this program 
it was not my intention to speak on color but, due to 
the absence of Mrs. Rorke, I will attempt to give you 
some of the high lights on the colors which have been 
selected by the Textile Color Card Committee for the 
Spring shoe colors. 

The Spring season of 1935 is expected to be extreme- 
ly colorful—much more than usual. For this reason 
there are a greater number of new shades appearing in 
the color program than in previous seasons. 

The “Brown Family” will undoubtedly continue to be 
extremely popular. Of these, two shades of brown are 
repeated, Indies brown and marrona. The Indies brown 
shade has been a most successful color but is probably 
being used in a lessened quantity at this time due to the 
marrona shade coming into the picture this past season. 
It is possible that marrona will replace Indies brown 
in many instances during the Spring season, as it is a 
much livelier shade of brown. 

A new brown appears on the Spring card, known as 
“praline brown,” which has a considerably lighter tone 
than marrona. This shade has been placed in the high 
fashion group but from present indications it will pos- 
sibly develop into a volume shade. 

Along with brown the other very important color is 
blue. Marine blue has been the most successful shade 
of blue we have ever developed in leather. This will 
unguestionably be the volume blue for Spring. 

A new blue, however, is coming into the picture, 
named clipper blue. This is a much more vivid cast 
than marine blue, and while it will be used for allover 
shoes it will probably be more important for sports 
wear and in combination. 


BOURBON is repeated on the Spring card. This color 
has been rather a staple in walking type shoes but will 
have increased importance during the Spring season as 
a trim on white. This shade is the correct trimming 
color for white shoes. 

Cameo, an entirely new shade of the creamy shell 
type, has been put into the high style group for active 
and spectator sport types alone, or, in combination with 
brown, black and blue. 

The beige color for Spring is a new shade, Belmont 
beige, which is a medium creamy beige. This color is 
in the staple group and will be used principally in com- 
bination with brown. 

Deertaupe is a light taupe of a beige cast. It is in the 
staple group and will be used chiefly for combinations. 

Fawn brown is a repeated color and will be used 
chiefly in combinations. 

Another new shade is “drapeau red.” This is a bright 
flag red and will be used for sport, allover shoes and 
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SPRING SHOES To Be 


in combination with white. This shade will also be used 
in combination with clipper blue. 

There are three new pastel colors on the card for 
Spring. 

Chamois yellow will probably be a very important 
high style color. It will be used especially in sueded 
leathers alone or in combination with brown, navy or 
black. 

Bleute, a very pale bluish tint, used alone or in com- 
bination, especially with navy. 

Tropez pink, a light mauvish pink, will be used alone 
or in combination with a darker color. 

Undoubtedly white will again be the leading color 
for Spring but it is predicted that there will be an in- 
crease of trimmed white shoes. While some of these 
will be trimmed with black and blue the most impor- 
tant trim shoe will be the brown trim similar to the 
bourbon shade. 


I WOULD not predict that all of the shades men- 
tioned will be used in great volume but these various 
colors have been placed on the color card as the proper 
interpretation of the various shades according to the 
colors which are in the fashion picture for Spring. The 
colors most important for volume grade shoes will 
undoubtedly be Indies brown, marrona, praline brown, 
bourbon and marine blue. 

Men’s shoes will be much more colorful this Spring 
than formerly. We have just passed through an 
enormous allover white season and a fair volume of 
light shades in sport type shoes. We have a greater 
number of shades showing on the men’s card for 
Spring than for any previous Spring season. 

The most important brown is bourbon. This is a 
repeat color and is undoubtedly the most successful 
brown shade ever promoted for men’s shoes. This will 
be used as an allover color as well as a trim on white 
shoes. 

London brown is a repeat color and has been ex- 
tremely popular, in some cases taking the place of 
bourbon. 

Mexitan is also a repeat color. It has not been used 
in volume grades but confined principally to high style 
and sueded finish. However, it might develop into a 
volume color for Spring. 

Turf brown, a new shade, is a brown of a tobacco 
cast. It will be used principally in sueded types of 


leather. 

Heather grey is also a new color. There has been an 
increasing demand for grey to be used as an allover 
color and a trim on white. 
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COLORFUL 


George H. Mealley 


Duna is a new shade of a beige cast and will be used 
principally as a combination color. 

Hempcord and sandwood are both repeat colors and 
will also be used as combination colors. 

A short time ago I read a book which to me was very 
interesting, “Only Yesterday,” and I have been thinking 
as to how this title applies to our industry. It seems 
like only yesterday when the only two colors for shoes 
were black and one shade of brown. This continued for 
many years. It seems like only yesterday when the vol- 
ume of women’s shoes for the Fall and Winter season 
were high tops with the top made of mat kid or 
cabretta, the vamp of what was known as Bright Don- 
gola and a patent leather tip. 


Browns, Blues and the Beige Family, Plus 
Bright Reds and Yellows, on the Color 
Card for 1935, as Arranged by Tanners 


and Color Card Association 


An Address 
By GEORGE H. MEALLEY 


Chairman, Color Committee Council of America 
at the 
Joint Styles Conference 


However, since only yesterday many changes have 
developed. Directly after the war consumers became 
color conscious and shoes became much more colorful. 
In men’s shoes, while black remained the predominat- 
ing color, mahogany replaced the old tan shade. Each 
tanner made a different shade of brown for women’s 
shoes. There was really no authority to any of the 
colors which were being used. It was about this time 
that members of Tanners’ Council cooperated with the 
Textile Color Card Association in the development of 
authoritative colors and today the selections made by 
this committee are accepted as the only shades which 
should be used in shoe leathers. 

It seems only yesterday that the retail shoe clerk, in 
his sales talk to the consumer, seemed to think that he 
could bind his sale with the argument that the shoe he 
was attempting to sell was made from imported leathers. 
Today, however, the American leather in shoes carries 
the “hall mark” of quality. 

It seems only yesterday that shoes in various nations 
of the world were of distinctive types. The shoe one 
would see in London was the mannish brogue type; the 
shoe of Paris, very short vamp type; in Spain, the 
spike heel; the Scandinavian countries, long narrow 
effects. Today, the shoes of all nations who are style 
minded are, to the layman, apparently of one type. 
However, it is not possible for any foreign nation to 
merchandise shoes in any volume in the American 
market as these shoes are unsuited to the American con- 
sumer but, due to the ingenuity of the American shoe 
manufacturers, the American public is wearing, unques- 
tionably, the finest made shoes in the entire world. 

This supremacy of American shoes reflects credit to 
the American tanners, shoe manufacturers and retailers. 
The findings of our semi-annual Style Conferences are 
examined by many style authorities of Europe and we 
have undoubtedly reached the peak of shoe supremacy. 
Paris is recognized as the fountainhead of all wearing 
apparel for the American woman except shoes, and shoe 
styles have their origin at these conferences. 

This goal has been reached due to the fact that we 
have kept our eyes riveted on quality. The tanners and 

[TURN TO PAGE 32, PLEASE] 
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What Design Protection Means 


JULIUS GOLDBERG 


S HOE design protection and its relation to fashion 
formed the subject of an interesting talk by Julius 
Goldberg, of O’Connor & Goldberg, Chicago, before the 
Style Conference on Tuesday. Mr. Goldberg’s topic was 
“What the Shoe Fashion Guild Means to Our Industry.” 
He said in part: 

“I have been asked by the National Shoe Retailers 
Association and the Shoe Guild of America to appear 
on this morning’s program, and I appreciate the oppor- 
tunity of talking to you on such a timely and highly 
important subject as shoe model protection, because in 
protecting our shoe designs and models, we are con- 
centrating on that most vital part of the shoe industry— 
style. It is vital because, regardless of national or 
international economic conditions, the woman of today 


to the 


Merchant 


Julius Goldberg of Chicago Endorses 
Shoe Guild's Objectives as Promising 
Solution of the Troublesome Problem 


of Style Piracy 


seeks and will continue to seek, in that which she wears, 
a certain something which we know as style. 

“Today more than ever before, we find a great con- 
fusion between style and fashion, and I should like, 
once and for all, to hope for a day when the United 
States of America will be the true center of style so 
that our sincere efforts may prove to all other style- 
conscious countries that we have developed ability 
deserving of leadership. There are many today in our 
industry who have come to the forefront and whose 
ability equals that of those abroad. 

In defining style and fashion, from my point of view, 
let me say that style, if not accepted, does not become 
fashion—if the public accepts a style, it then becomes 
the fashion. The moment that occurs, the pirates im- 
mediately attempt to copy in the lower grades. 

“When the Recovery Act was first introduced and 
codes were being prepared, as a member of that com- 
mittee, I expressed and suggested to several shoe manu- 
facturers the need of embodying style control in our 
shoe code. When I was later informed that the Shoe 
Guild had been formed, I was very happy to see the 
introduction of that which was lacking in our industry 
for many years. I hope that the Shoe Guild of Amer- 
ica will ultimately embodv, not only the district of 
New York, but the entire maustry throughout the coun- 
try, regardless of the grades of shoes being manu- 
factured. 

“Style today is more important than ever before, and 
once that which is truly created by a member of this 
Guild is definitely protected, piracy will disappear and 
there will be a definite difference between style and 
fashion. 

“The subject of style piracy has been an exceedingly 
costly one for both the manufacturers and the retailers, 

[TURN TO PAGE 32, PLEASE] 
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Launch American Style and 


Leather 


Movement 


Color Conference and Tanners’ Open- 

ing Preface to Anticipated Boom in 

Footwear Next Spring —N.S.R. A. 

Holds Style Clinic to Observe Future 
Trends 


F. PAUL RILEY 


General Chairman, N.S.R.A. 
Styles Committees, who pre- 


sided at Conference. 


THE earliest Spring Styles Conference on record was 
held September 25 at the Hotel Astor but it was Fourth 
of July in temperature and sentiment. The thermometer 
registered 90 in the Tanners’ Hall (sometimes known 
as the gathering place for the Beaux Arts Ball), and 
the American flag in electric lights “Buy American” 
waved over a display considered the largest and best 
in American leathers. 

Maybe the temperature had something to do with the 
vote of the exhibitors—38 to 13—to go next Spring 
to the Waldorf-Astoria Hotel where a little more 
glamor in atmosphere and a little more comfort in an 
air-cooled hall will be possible. 

The styles conference was the magnet that brought 
the merchants from all parts of the country—and make 
no mistake about it—they were there in great number. 
The test of attendance was the 360 validations of rail- 
road fares, made possible through John Holden’s work 
with the railway associations to give this gathering the 
rating of a national convention. 

Of the tanners’ hall it can be said that the greatest 
display of leather covered every known hide and skin 
of animal, reptile and bird and in diversity has never 
been excelled. The new colors, Spring-like in character, 
added a measure of hope to the betterment of trade in 
the perpetual fashion impulse of springtime. Manufac- 
turers and leather buyers, according to the Hon. James 
J. Lyons, Chairman of the Executive Committee, were 
more receptive and anticipatory than at any previous 
showing. 


So the tanners’ show points the way to a better 1935 
and a longer period of preparation for that advanced 
season. The sampling was accelerated by the almost 
universal use in every booth of pull-overs in designs 
of greater pattern interest than ever before. 

The first day’s session of the styles conference was 
made a clinic in an entirely new atmosphere. The 
National Shoe Retailers Association asked the industry 
to sit in fashion-school. Long cloth-covered tables, in 
regular school room form, filled half of the immense 
room. The overflow sat on chairs in the rear. The 
scholars of style were equipped with the first lesson of 
the day—the women’s fashion report. Other school 
rooms contained the men’s fashion experts, the chil- 
dren’s fashion students and volume operators . . . all 
four divisions functioning as analysts of style in an- 
ticipation of Spring and Summer 1935. 

In view of the fact that Spring is still a distance 
away, the women’s style report and most of the speeches 
thereon are given in this week’s issue. The N.S. R. A. 
will release the men’s style survey, the children’s re- 
port and the volume recommendations next week. This 
gives an opportunity for the committee to reaffirm some 
of the specifications and to make more effective the 
smooth rendition of the programs. 

The women’s styles report in its preliminary form 
was the work of the following stylists, who were given 
a vote of appreciation by the National Shoe Retailers 
Association for their pre-conference work: 

Elizabeth Ambrose, Newcastle Kid Company; Marcia 
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Connor, Associated Dry Goods Corp.; Jessie Daves, 
Vogue; Alice Dowd, Laird Schober & Co.; Kate A. 
Goldstein, A. C. Lawrence Leather Co.; Ruth Harring- 
ton, Boot & SHoE Recorper; Christine Holloway, 
Phoenix Hosiery Co.; Mollie F. Hurley, New York 
Stylists, Inc.; Grace Marie Jones, Nolde & Horst Sales 
Co., Inc.; Ruth H. Kerr, Stylograph; Florence King, 
Stetson Shoe Co.; Dorothy Lake, Kidskin Tanners; 
Dorothy Lovatt, Stylist, Women’s Wear Daily; Esther 
Lyman, Cheney Bros. Co.; Vida L. Moore, New York, 
N. Y.; Pauline S. Morgan, Amalgamated Leather Co.; 
Rhea Nichols, Allied Kid Co.; Frances North, Hide & 
Leather; Hazel O’Brien, Schwartz & Benjamin; Marion 
Palmer, Harper’s Bazaar; Hilda Rau, Robert H. 
Foerderer Co.; Evelyn Zinitti, Associated Shoe Stylists, 
Inc.; Charlotte Williams, American Woo!en Co.; Mabel 
Winkle, New York, N. Y. 

The more colorful session of the second day was the 
joint styles conference and business meeting where all 


- the styles cooperators met in one large room to hear 


the following addresses: 


““A Message of Welcome” 
M. A. Mittelman, President, National Shoe Retailers 
Association. 
“The World’s Finest Leathers for the World’s Finest 
Shoes” 
George H. Mealley, Ohio Leather Co., Philadelphia, Pa., 
a Color Committee, Tanners’ Council of 
merica. 


“Man-fashion and Woman-fashion”—Is it a trend, 
or just a coincidence that so many men’s styles 
are reflected in women’s clothes, and vice-versa?” 


A dialogue between Miss Ruth Harrington, Fashion 
Editor, Boot anp SHoe Recorper, and Mr. J. Erwin 
Perine, Men’s and Boys’ Style Advisor. 


“What the Shoe Fashion Guild Means to Our In- 
dustry” 
Julius A. Goldberg, O’Connor & Goldberg, Chicago, Jl. 
“A Shoe Style Talk” 
Carmel Snow, Editor, Harper’s Bazaar. 
“Men’s Quality Footwear” 


B. Harrison Cort, Vice-President, Stacy-Adams Co., 
Brockton, Mass. i 


“Are We Justified in Having Faith in the Consumer?” 
Paul Cornell, President, Geyer-Cornell Co., Inc., New 


York, N. Y. 
“Prospect and Retrospect”—-A Consensus of the Style 
Report 
John J. Holden, Manager, National Shoe Retailers 
Association. 


High points in the talks follow—with addresses in 
full elsewhere in this issue. 
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Carmel Snow, Editor of Harper’s Bazaar, said: 

“We believe that it is high time America took 
her rightful place as the shoe creating and shoe 
making center of the world. American women 
have not only the most beautiful feet but the best 
shod feet anywhere. And nowhere in the world 
can you buy ready made shoes as well styled and 
as well made as those we are producing right in 
this country today. We have always looked to 
France and we now look to England for ideas; 
but the fashion story in shoes is different from 
that in clothes because, if the American shoe man- 
ufacturers never saw another French or English 
design they would still go on making exciting, new 
and beautiful shoes. 

“You have got the shoes. You have the ideas, 
the workmanship and the fashion news! What is 
needed is more faith in yourselves as shoe creators 
and shoe retailers. Fashion is your greatest sell- 
ing point. Get behind the good new fashions with 
confidence. Dictate to Women. They want to be 
told what to wear.” 

Paul Cornell, president, Geyer-Cornell Co., Inc., 
said: “In this morning’s paper there is a plea from 
the business men of America for the President of the 
United States to come out and restore confidence. 

“What is meant by confidence—belief, faith. But 
are we as advertising men justified in having the faith 
of the consumer when we claim for our products vir- 
tues which they do not possess. Are we justified, when 
we have run through the entire list of adjectives to try 
to sell an inferior quality in believing that the con- 
sumer should have faith in us. 

“No man nor any company of men has a right to 
claim for any product a virtue which it does not possess 
and no firm has the right to claim that they will deliver 
services which they cannot deliver. 

“What is this New Deal? Behind the New Deal is 
a fundamental principle. It is the fundamental prin- 
ciple that is the American credo and that credo is that 
life may be richer and fuller for all. There is surging 
in the hearts of the American people a desire to get 
back to the eternal simplicity. The fight against the 
movies is because they overstepped their bounds. The 
fight against advertising is because we overstep our 
bounds. You will see in America a desire for the sim- 
plicity of individuality. 


“There are two classes in America. One is those | 


who are weather vanes and opportunists. The other is 
those who have faith in the American ideals. These 
things may sound like imponderables, but they have 
reality in the actions of business men. We must create 
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Shoe Industry Surveys 
the Spring Style 


Horizon 


in the consumer faith in what we are saying. The shoé 
industry has fortunately never exaggerated the claims 
to the degree that the drug industry has, but I see a 
tendency on the part of shoe retailers and shoe manu- 
facturers to bring in the old advertising gadgets, and I 
warn you, gentlemen, that you will miss your bet if 
you do. 

“America wants a richer, fuller life. Tell the public 
what you believe in and their faith in you will be 
rewarded in cash sales. 

“America isn’t through because we are true Amer- 
icans and the old American credo is coming out, and I 
think we should get in tune with the times for a for- 
ward movement rather than a movement of retrogres- 
sion.” 


Joun J. HOLDEN, manager of the National Shoe Re- 
tailers’ Association, said: “Yesterday we had a very 
interesting meeting—one of the most interesting it was 
my pleasure to attend. 

“The most unusual things are happening in our 
industry today, and recently we have had some things 
that needed the united action of all the organizations. 
We had the matter of drought hides come before our 
association, and on the unanimity of action we got 
what I thought was a good deal from the government— 
the reversal of their decision on the distribution of 
drought hides through channels of ‘free’ shoes 
in welfare centers. Without that concerted action, no 
such result could have been obtained. 

“We heard messages yesterday under the heading of 
our Styles Committee Group meeting that I think will 
have far-reaching effects. We were informed that we 
were in a transition era. The pace is fast and we must 
step fast to keep in the race. 

“The problem of the shoe retailer this year is one 
of selection. Style in itself is very interesting but what 
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would our industry be without quality and character 
in footwear? 

“On my visits through the country I have found a 
great deal of sub-standard merchandise that in my 
estimation is no credit to this industry. Sub-standard 
merchandise doesn’t lend anything to this craft of ours. 
We find shoes being sold at prices far below where | 
think standards of quality should go. I think there is 
a standard of quality below which shoes should not be 
made. I do not think we are helping the poor when 
we make shoes to retail at $1.95, $2.35, $2.55, because 
I think all the shoe is taken out of the shoe. There is 
no shoe left. We have the throw-off of leather in those 
shoes. We have poor substitutes for leather as well 
as poor leather. I think that the tanning industry may 
do a job by not allowing their throw-off leather to be 
used in those shoes. 

“Generally, we have a product that we should be 
proud of and that warrants a price, especially in-the 
style field. Quality is hiding behind style in our,coun- 
try today. Some stores have reduced their standards 
measurably. I, as a shoe man, think that there was 
never a dress made that had more intrinsic value than 
shoes. There is no other piece of wearing apparel 
that has more intrinsic value. We have but two things 
--we can make the feet look beautiful or we can 
cripple them. 

“I am in the hope that during the next six months 
we will see an appreciable increased demand for qual- 
ity shoes.” 


Chairmen of committees cooperating in the conference were 

the following: 

F. Paut Rivey, General Chairman, Nat’! Shoe Retailers Assn. 

Georce H. MEALLey, Chairman, Color Committee, Tanners’ Coun- 
cil of America. 

Extxan R. Myers, Chairman, Styles Committee, National Asso- 
ciation of Shoe Wholesalers of the United States. 

Morcan Grossman, Chairman, Styles Committee, Shoe Manu- 
facturers’ Board of Trade of New York. 

BENJAMIN ScHWaARTz, President, Council of Shoe Manufacturers 
of Greater New York 

MarcareT Haypen Rorke, Secretary and Managing Director, 
Textile Color Card Association. 

Everett Brap.ey, Chairman, Styles Committee, New England 
Shoe and Leather Association. 

M. E. Tostas, Chairman, Styles Committee, National Shoe Trav- 
elers’ Association. 

Maxwet P. Gappis, President, Boot and Shoe Club of Boston. 
The leaders of conference sessions were: 


Tuomas F. Chairman, Women’s Styles Committee, 
B. Altman & Co., New York. 

Georce B. Hess, Chairman, Men’s Styles Committee, N. Hess’ 
Sons, Baltimore, Md. 

Scuuyter Harrison, Acting Chairman, Children’s Styles Com- 
mittee, Harrison Bros., East Orange, N. J. 

R. D. Hornuermer, Jr., Chairman, roe Styles Committee, 
Hofheimer’s, Norfolk, Va. 
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A FEATURE of the Joint Styles Conference was a dia- 
logue between Ruth Harrington, fashion editor of Boot 
AND SHOE Recorpber, and J. Erwin Perine, men’s and 
boys’ style advisor. Supposedly these two are lunching 
together. Here are some of the questions they asked 
and answered over the table. 

Is it a trend or just a coincidence that men’s and 
women’s fashions so often run parallel to each other? 

Does each influence the other and is it necessary now 
that women’s shoe retailers and merchants of men’s 
shoes should each keep in touch with what the other is 
doing? 

Are men adopting in their dress the same two ex- 
tremes that prevail in women’s fashions (very tailored 
on one hand, very formal on the other? 

Which styles in men’s shoes have women adopted for 
their own? 

Is it significant that men wore white shoes in town 
the same season that women’s white shoes were gen- 
erally accepted in the big cities? 

To what extent will men accept the air-conditioned 
shoe? How do men’s perforated models differ from 
women’s? How far will men go with beach sandals? 

Are the promotions of cotton evening dresses and 
summer evening slippers responsible for new evening 
styles for men? 

How much do women influence men’s buying and 
can merchants use that influence to help sell men more 
shoes? 

Here are some of the questions and answers: 

Miss Harrington: Do you mean that men copy 
women’s clothes? I know that women often steal actual 
details right off men’s backs, but I should think that 


was the last thing a man would do. 
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FASHION 


Is There a Growing Connection Between 


J. ERWIN 


Man 


Shoe Styles for Men and Fashions in 


Footwear for Women? 


Mr. Perine: Surely. 1 don’t mean that men copy 
women’s clothes in detail. Hardly. But some of the 
basic ideas or trends are simultaneous, or follow closely 
each other. For instance, tweeds first came to town for 
women in 1929. That is, women decided that tweeds 
could be worn other places than just in the country. 
A season or so later men began wearing tweeds, soft 
Shetlands and other homespuns to the office, besides 
just on the golf links. On the other hand it was after 
men had had a revival of interest in Glen Urquhart 
plaids and shepherd’s checks that you women took up 
plaids in a big way, even carrying them into silks. 

Miss Harrington: That’s interesting. That example 
proves the point you made that men will adopt general 
ideas from women’s fashions while it is the actual de- 
tails that women take from men’s clothes. Certainly 
tweed is a broad trend; plaids are something very 
specific—a definite novelty. 

Mr. Perine: So you think there’s something in my 
idea? Here’s another example. Sandals and much 
cut-out shoes for women have been getting more im- 
portant for several seasons, haven’t they? Well, last 
Summer a number of men’s shoe stores put out per- 
forated shoes for men, with more or less success. 
When such trends occur so often it can’t always be just 
a coincidence . . . it’s worth investigating for possible 
promotional and selling possibilities. Heaven knows, 
men’s wear retailers have a hard time with the materials 
they have to work with. They’ve got to go out and find 
ideas and make the most of any material that has any 
sense at all. And what more logical place to look for 
ideas than the women’s field where they occur so often? 

Miss Harrington: Yes. Good times or bad, women’s 
fashions go on forever. Even though the last two 
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Woman 
FASHION 


A Dialogue Between Ruth Harrington, 


Fashion Editor, Boot and Shoe Recorder, 


and J. Erwin Perine, Style Advisor 


RUTH 


HARRINGTON 


years have been pretty tough going, men’s wear mer- 
chants must have been on the job, because I have seen 
more interesting things happen in men’s clothes recent- 
ly than ever before. And where would they have been 
if they had not promoted new things? 

Mr. Perine: Right. Government figures show that 
men’s wear volume has suffered more than women’s 
volume, where the fashion appeal is so firmly en- 
trenched. It would have suffered much more if it 
hadn’t been for aggressive fashion promotion. Proba- 
bly some store men considered these new fashions a 
nuisance at times, but I’ll bet they saved many a neck. 
Otherwise men might not have bought anything new 
at all! That’s why I’m interested in women’s fashions, 
you see. How about letting me know the latest dope 
on next Spring and Summer’s women’s trends. 

Miss Harrington: Well. . . . Let’s take Spring fashions 
first. The clothes and shoes that will sell in March and 
April. This year we have a late Easter, thank Heaven, 
which gives a longer season for really Spring clothes. 
Last year, you know, everybody jumped into whites 
right after their Winter merchandise and the sale of 
Spring stuff was shot to pieces. 

The most important thing we can do to get more 
business in this early Spring season is to keep alive 
the same contrast that exists this Winter between tweeds 
and other tailored clothes and the more formal daytime 
fashions. This Winter Paris promoted the most elegant 
and luxurious fashions in years. Velvets and old- 
fashioned stiff silks and lames and every sort of gor- 
geous formal material. And the styles of the clothes 
were inspired by the richest period in fashion history. 
At the same time every couturier made a big point of 
tweeds and tailored clothes in general. And this definite 
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division between the two styles means selling two 
kinds of accessories, you see. 

Now in the Spring, your tweeds will be lighter, 
and I understand there is a growing interest in light, 
clear, plain colors in tweeds as well as in the mixtures. 
And in the Spring your crisp silks like taffeta and 
faille will be strong in dresses to wear with Spring 
coats and in little silk suits—very feminine and com- 
pletely different from the tweed. And if we’re smart, 
we'll sell women two kinds of shoes before Easter— 
sturdy looking tailored shoes and nice frivolous fem- 
inine shoes. 

Mr. Perine: The two extremes! 

[TURN TO PAGE 38, PLEASE] 
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Conference Charts Course of Style 


Official Report on Women’s Shoes 
for Spring and Summer Season, 1935 


TRANSITION ERA—In a topsy-turvy world, where bread- 
lines lengthen while farmers burn their surplus crops, fashion 
has expressed a spirit of contradiction by swinging dramatic- 
ally, flamboyantly to the right. In spite of the economic tend- 
ency toward the leveling of incomes, the winter mode has 
brought an elegance, luxury, and opulence such as we have 
not seen in years. Spring fashions will necessarily follow 
through in a lighter, gayer vein. 

The mode of elegance is all-inclusive. Fashion takes its 
inspiration from all periods, all countries, it evolves sharply 
differentiated costumes for country, for town, for cocktails, for 
evening. 

It is possible to regard this as a transition period in the 
history of shoe manufacturing and retailing, as it is in social 
and economic conditions. Shoes of various price lines are begin- 
ning to differ in appearance, as well as in construction, retailers 
are discovering that they can successfully play for an entirely 
different trade from that of the man across the street. Out of 
abundance comes— individuality! 

The problem of the shoe retailer this year is one of selection. 
There is such variety in pattern, heels, treatment and methods 
of construction in women’s shoes that no one retail stock can 
possibly cover the entire picture. It is necessary for each 
merchant to select the high points that will fit into his own 
store, that will interest his particdlar clientele. 

PATTERNS—The inspiration of period fashions is stronger 
than ever before, as is the exotic, foreign note typified by 
“peasant shoes.” Classic shells continue, and for Spring and 
Summer, the trend is to open and lighten them.. There is a 
tendency, also, to blend two types of shoes in one, as, for 
instance, the sandal ghillie. The importance of two-tone effects 
is influencing pattern development. 


Classic Types 
Oxford four-eyelet and higher 


Developments 
U throat oxfords 
Sandalized oxford, especially 
new in high-cut effects 
Oxford sabot straps 


Sandalized ties 
Open-throat effects 
Low-riding Theos 
Side lace tie 
Developments 
Open toe with or without 
open heel 
Open toe with new broade: 
ding 
Broad front straps 
Peasant sandals 
T straps 
Sandal two-strap and three- 


Ties one eyelet, two eyelets, 
and three eyelets 


Classic Types 
Sandals 


Pumps Step-ins 


Open-toe pumps 
Glove-fitting gore step-ins, 
high cut 


Ghillie Sandal ghillie 
Ghillie front strap 
Ghillie two-eyelet tie 


Straps Ankle straps 
Pump straps taken from 
t line 
Two-strap and three-strap 
T straps 


Blends 


Open-shanked monk merging into front strap 
Open-shanked ghillie merging into sandal 
Ghillie combined with front strap 

One-eyelet tie merging into step-in 

Ghillie blending into tie 

Moccasin merging into front strap 

Anklet kiltie tongue sports sandal 

Monk and kiltie moccasins 

Note—We endeavored to put the types in the order of impor- 
tance of sale, but the developments are not listed in the order 
of their importance. 

Summer evening types may be developed from open-toe 
sandals and pumps, open-shank monk or Theo, sandalized 
oxfords or ties, open-throat and shank Ghillies, and anklet 
sandals, 

COLORS—Color combinations give a new key-note. The 
growth in importance of two-color, three-color, and four-color 
effects in the ensemble points to a new need for two-color 
basic tones in shoes. Although the all-white, all-black, all- 
brown, and all-navy-blue shoes continue to be volume fashions, 
shoes that combine two or more colors are definitely on the 
increase. 
Shoes that compete with White and Bourbon 
the all-white shoes, par- White and Clipper Blue 
ticularly in the field of} are ; Cameo and Praline Brown 
sports and_ spectator Cameo and Marine Blue 
shoes Chamois and Bourbon 


Shoes that compete with | [ Marine with White 

the all-navy-blue shoe, Marine with Chamois 
which may be Marine (for } are ; Marine with Deertaupe 
volume) or the _ newer, Marine with Paris Grey 
brighter Clipper blue J | Clipper with Cameo 

{ Indies with Deertaupe 
Shoes that compete with Indies with Fawn Brown 
the all-brown shoe, which Marrona with Belmont 
may be Indies, Marrona, Beige 

the newer, brighter Pra-} are { Praline with Cameo 
line, or Bourbon (for | Praline with White 
sports and_ spectator Indies with Fawn and 


wear) ] Cameo 
| Bourbon with Chamois 
Black with Deertaupe 


Shoes that compete with | aes Black with Cameo 
the all-black shoe j Black with White 
Black with Chamois 


Sandal colors are the skytints—Bleuté, Tropez pink, and 
Chamois Yellow, with some interest also in Drapeau Red and 


y 
] 


22 
strap | 
Sandal pumps 
Trimmed pumps 
Colonials | 
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Clipper Blue. For volume acceptance, these colors are recom- 
mended in all-over shoes. Very unusual combinations for exclu- 
sive promotional types, are listed on the Standard color card. 
DRESS MATERIALS—In the field of dress fabrics there are 
several outstanding trends, so important in their influence on 
leathers for shoes that they are described in detail below. 


1. Surface Interest—This runs throughout the mode; it is 
responsible for new, spongey linens for sports wear, for cottons 
with novelty in their weave, for the continued interest in tweeds, 
for the success of woolens with threads of metal or cellophane 
woven into their surface, for the popularity of tie silks and 
rough silks, for many novelty weaves in man-made materials. 

2. Revivals—Period fashions are so important a theme in 
the mode that it is natural to see the revival of many fabrics 
of another day. Pure silk comes into its own because of the 
swing toward luxury and elegance. There will be printed 
satins, pure dye silk prints, and a whole assortment of “silks 
that can stand alone,” with taffeta, faille, and bengaline high- 
lighted. Other interesting revivals are alpaca, serge, reps, 
gabardine, tie silks. 

The average woman will have her choice of two types of 
town costumes: The tailored suit and the print dress with 
redingote were perhaps the two most typical town costumes of 
last Spring. For Spring, 1935, both types will continue, aug- 
mented on the one hand by casual woolen suits, on the other 
hand, by silk suits, in formal materials such as taffeta. 


SHOE MATERIALS: 


1. Surface Interest—This trend applies to shoes as it does to 
dress materials, but finds an entirely new interpretation in 
leathers that are ribbed, shiny, velvety, crushed, rugged. These 
leathers are used alone or in combinations to give further 
texture interest to the shoe, and when the necessity arises stitch- 
ings or perforations applied over the body of the leather Jend 


added texture effect. - 
Crushed calf and kid Patent, plain, ribbed or 
Pigskin, plain or crushed putterned 
Fine-grain seal Embossed or printed calf, 
Service calf and patterned kid, pig 

suedes Alligator, watersnake, lizard 


2. Revivals—Analogous to the revival of pure silks in dress 
materials is the renewed interest in smooth surface leathers of 
fine quality worked into simple elegant shoes. Another instance 
of a revived fashion analogous to the new uses of old-fashioned 
weaves like alpaca, taffeta, gabardine, serge is the stressing of 
classic old leather tannages such as ecrase, Levant and vegetable 
tanned leathers. 


Smooth kid and calf Ecrase effects 
Levant leathers Elk finish leathers 


Surface interest fabrics are made in many new weaves suit- 
able for shoe combinations with leather or all-over. Hand-tooled 
leathers have recently been used very effectively. 

TREATMENT—Workmanship and balanced line exemplify- 
ing the aristocracy of American shoemaking come to the fore 
in Spring fashion as the distinguishing marks of high-grade 
shoes. Simplicity is a keynote, but variation in treatments to 
achieve individuality is a necessity.. A multiplicity of treatments 
and details has been developed in shoe designing in line with 
the richness and variety of the mode as a whole. 


Air-Conditioning is the maine theme of Spring and Summer 
shoes, with openings of all types by means of plain and novelty 


Perforations Cut-Outs, large and small 

Lattice-W ork Porthole eyelets 

ngs ge perforations partially 

Constructed Cut-outs underlaid 


In many cases the body of the shoe is air-cooled by means 
of all-over needle-perforated linings. 
Surface Interest is attained by 


Stitchings Plaitings Appliques 

Inlays Strippings Cordings 
Underlays Perforations Braidings 
Tuckings Ruchings Combinations of 


Stitching over perforation and underlay leathers 


Color Contrast is achieved by means of 


Pipings : Panels and Saddles 
Appliques and Underlay. Strippings 
Stitchings Lacings 


Embroidery 
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Pattern Lines are accentuated by 


Contrast panels 

Lacings, Strippings, Pipings, and Stitchings 

Massed trimming at one focal point 

Inlays, Appliques, Underlays, and Russian Cordings 


The importance of gold, silver, chromium and novelty catalin 
colored jewelry suggests many new possibilities for developing 
buckles, buttons and fastenings for shoes, as well as for lacing 
tips, and ornaments on pumps. Many ornaments are treated 
as a unit with the pattern. 

Among the very unusual new types of fastenings are cord 
lacings combined with hooks or buttons instead of eyelets, 
heavy saddle buckles and small metal or enamel buttons. 

Metallic kid pipings carry over from the Winter mode, with 
interest in the touch of gold, silver or bronze. Lustre kids serve 
the same purpose to gain a lustrous effect. 


VARIED LAST TYPES 


LASTS—-Emphasis on various types of shoe patterns results 
in emphasis on equally varied types of lasts. Retailers are again 
urged, as in past reports, to concentrate consumer interest on 
the subject of lasts in relation to fashion and perfect fit. The 
last is the controlling factor in the appearance of the shoe 
when it is shown to the woman customer in the retail shop. 
Appearance and comfort are the twin selling points that make 
sales. Comfort can be allied with fashion as surely as beauty 
is allied with fashion, and the new developments in last design 
which make for comfort and beauty with fashion should be 
utilized to sell shoes. 

Two pattern types in manifold variations which have created 
the need for special last types are the sandal and the monk 
shoe. The sandal brought about an increasing use of special 
sandal lasts conforming to the accurate measurement of the 
forepart with rounded. toe. This in turn influenced last types 
in general away from narrow toes toward a new understanding 
of the short coupled effect with round toe which now grows in 
importance for all types of shoes. The monk shoe is now shown 
in many variations, and in its best versions it is made on 
lasts with extra leathering over the instep and a broad tread 
and round toe. As the monk influence on patterns has increased, 
the use of these special lasts has increased, and the net result 
is wider use of round toe lasts. 

The excessively short round effect in lasts is an extreme 
fashion which appeals to the woman who likes extreme fashions. 
It is not high-fashion nor is it limited to volume shoes—it is 
for the special customer in any shop who likes crazy hats and 
crazy shoes. 

Since the natural contours of the foot are more closely 
followed in fashion type lasts than ever before, the special types 
of lasts in semi-orthopedic lines bear a closer relation to these 
than they have in former seasons. 


HEEL SHAPES IMPORTANT 


HEELS—As noted in the report for Fall, 1934. we are in a 
transition period as regards heel heights. For the coming season 
the shape of the heel as much as the height of the heel will 
present a fashion appeal. There are contradictions apparent in 
heel fashions as in the general fashion picture, chief of which 
is the new use of lower heels and extremely high heels. For 
many seasons the lower heel, specifically the heel in Cuban 
effect, 12% to 1514/8 in height, was confined to sports and 
walking shoes. Higher heels than these were slightly more 
formal in appearance and were used in conjunction with more 
formal type shoes. 

This season we have the seeming contradiction of old fashion 
rules for heels, by the introduction of new shapes and contours. 
Lower heels in new spooled types are being worn by smart 
women for afternoon and evening, as well as for street, while 
extremely high heels in straighter spike effects like the Conti- 
nental and Franco-China (19/8 to 22/8) appear again and 
again on tailored, spectator and town shoes, as well as on 
certain cocktail and dinner evening types. 

Curved heel shapes of Louis and Spanish inspiration are 
used in conjunction with formal afternoon and evening shoes, 
but again the contradiction is apparent when certain fashionable 
women elect to wear them lower than their tailored heel types. 

Here again the quest for individuality may influence the 
general fashion trend in heels. 

Heels 17/8 and below represent the volume types, however, 
since the majority of women customers, like the retailers from 
whom they purchase shoes, continue to buy them for all 
occasions except active sports shoes. 

Nevertheless, the new trends make it necessary to select heel 
types very carefully for Spring and Summer promotion. 
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Sees Shoe Outlook Favorable 


LOUIS J. ROBERTSON 
Chairman of the Board, Tanners Council of America 


WE have been told by those who have viewed our 
volume of business during the depression that the shoe 
and leather industries are to some extent depression- 
proof. Apparently, because of the nature of our busi- 
ness there is some little justification for this compliment. 
We are, however, by no means shock-proof, and when a 
bombshell is dropped in our midst, we react in quite 
normal fashion. 

I believe it is no exaggeration to say that early state- 
ments that the government herd reduction program 
coupled with its drought relief service would result in 
throwing on the market 10 million hides and skins over 
and above the normal expected supply, brought about 
a greater state of panic in the shoe and leather industries 
than was witnessed during the most severe period of the 
depression. Prices of hides, skins and leather tumbled 
and tanners were brought face to face with enormous 
inventory losses. As rumors spread and conflicting 
statements were attributed to various groups, even the 
shoe price structure was undermined and shoe manufac- 
turers found cancellations of shoe orders pouring in 
from retailers forcing a drastic curtailment in shoe out- 
put at the beginning of a normal seasonal increase in 


Sales in First Half of 1934 Showed In- 
crease of 5 to 15 Per Cent as Compared 
with 1933, with Further Gains in Pros- 
pect, Chairman of Tanners Council Tells 
Conference. Favorable Drought Hide 
Decision and Trend Toward Quality Also 


Factors of Encouragement 


An Address by Mr. Robertson at the 
Joint Styles Conference 


volume. Employment, which had been at record levels, 
began to recede. 

This surplus hide and skin problem interrupted a 
period of activity only once before attained in the shoe 
industry. During the first six months of 1934 shoe 
production reached a total of 187 million pairs, more 
than was ever produced in the first half of any other 
year on record, except 1923, and as much as 14 million 
pairs more than in the first half of 1929. 

Everyone recognizes of course that this unexpected 
calamity was the result of one of the greatest drought 
disasters ever suffered by this country, and I am sure 
that we hold nothing but praise for the prompt action 
of government officials in their dual task of alleviating 
the human suffering on the one hand, and preserving 
the value of the animals in the drought regions on the 
other. Delay in acting would have been fatal. We 
were simply additional victims of a national calamity. 

When we found, however, that the government was 
processing these distressed animals into canned food 
for distribution to the unemployed, and utilizing the 
hides and skins as part payment for such processing, 
we felt that there was some injustice being done to the 
shoe and leather industries. While the meat products 
were not entering into the regular channels of distribu- 
tion, the hides and skins were being thrown directly on 
the market. The effect, in view of our notoriously sensi- 
tive price structure, was only too evident. It seemed 
absolutely necessary from the standpoint of all interests 
involved, that a sane economic plan should be devised, 


’ one which would act to stabilize the market rather than 


disturb it. 

To stem our inventory losses, remove the enormous 
uncertainty hanging over the market, and restore our 
volume of business, the tanning industry after numerous 
regional conferences went to Washington and presented 
what it believed to be an effective plan. We pointed 

[TURN TO PAGE 32, PLEASE] 
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“ The art of conversation 
isn’t lost after all, is it?’ 


“Not when we can talk ourselves onto 


STYL-EEZ shoes have the 
rolled innersole which pre- 
vents ankle rotation—the 
light, firm shank for the 
long arch and the sponge 
rubber maintainer for the 
metatarsal arch. 


STYL-EEZ shoes conceal 
these special features be- 
neath charming fashions 
that appeal to the younger 
women. 


STYL-EEZ shoes are na- 
tionally advertised in pub- 
lications read primarily 
by young women. 


STYL-EEZ shoes offer 
more profit to youand great- 
er value to your customers. 


$6 and $@50 


AT RETAIL 
with a mark-up of! 
43% to 47% 


2,000,000 feet in Jess than 3 years!“ f 


STYL-EEZ, characterized as the “talking shoes,” talk dollars to 
you—they’re made to retail at a substantial profit ... they cut 
selling costs because they practically sell themselves and insure 
ready repeat sales. They talk sense to your customer because 
they bring her, not only individual high fashions, but perfection 
of fit and built-in comfort features not ordinarily associated with 
shoes at such modest prices. And may we remind you again 
that Styl-Eez shoes, having talked themselves onto the feet of 
more than a million women in the short space of three years, are 
still going strong? 


Why not put the Styl-Eez line to work for you—at a profit? For 
full information write The Selby Shoe Coripany, Portsmouth, Ohio. 


Illustrated: The BARTON—a volume- 
type four-eyelet oxford, attractivelv 
stitched and underlayed in contrasi. 
Popular Continental heel. 


A SELBY SHOE 


THE SELBY SHOE COMPANY « PORTSMOUTH, OHIO 


SELBY SHOES LTD., MONTREAL 


When writing advertisers please mention Boot and Shoe Recorder 
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MERCHANTS are willing to follow a line of direc- 
tion, stepping along with other merchants in the hope 
that down the same path a profit may come to both. 
Voluntary cooperation, therefore, is based on good 
common sense. 

At the yacht races last week a spectator fleet was 
in total individualistic confusion—every boat rushing 


to the most favorable position. But the minute the 
starting gun was fired a stern voice of authority was 
heard from the bridge of the coast guard cutter. The 
order transmitted through the loud speaker (that car- 
ried for miles) was: “Take a course North, North by 
East, Magnetic Compass and maintain speed and di- 
rection.” Instantly every boat turned and proceeded 
in the course laid down “for the good of the whole.” 
To have permitted rivalry and individuality to have 
its way would have been a menace to every other craft. 

So, for the “good of the whole,” the course and di- 
rection and speed were set and what is more, main- 
tained. In case any boat wanted to become individu- 
alistic and step into more favorable position, the busy 
little coast guard launch cut that boat out of line and 
forced it to return home. 

Retailing is becoming direction-minded. Common 
sense indicates that the wild operator who believes in 
ruthless individualism is a menace to the craft. 

Common sense indicates that the common purpose of 
retailing is down the path of distribution of goods and 
services pleasurable to the public and profitable to the 
merchant. An excellent example of common objective 
was the protest made by retail organizations that re- 
lief shoes should not be distributed from welfare stocks 
but from diversified retail stocks, to fit the diversity of 
feet inherent to the foot variety existing in men, women 
and children. Common sense was thus conveyed to 
governmental authorities. 

Common sense says “the profit system is the only 
basis of truly competitive service.” 

This week the Joint Styles Conference met again in 
clinical study of what the public might reasonably ex- 
pect in footwear next Spring and Summer. Certain 
colors were determined, in an attempt to set a course 
that would make for practical tanning, efficient manu- 
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Common Sense Is on the Increase 


BY 


facture and logical distribution. The colors are new 
and fresh and a healthy incentive to public acceptance 
next Spring and Summer. The style recommendations, 
although prolix in words and explanation, have cer- 
tain fundamental paths leading to concerted action at 
retail. A common movement on the part of all stores, 
large and small, high price and low price, is possible. 

Spring and Summer are a long way off, but it is 
well to set a course in advance of a season so that the 
major movement of the trade may be made in the right 
direction. 

A halt is called in the further decline of shoe prices 
in the belief that good service cannot be rendered the 
public in a commodity so low in price that the industry 
cannot survive in profitless distribution. 

An appreciation of fitting values in footwear pre- 
supposes some reward for the merchant for the pro- 
fessionalized service he renders. If more intelligent 
service is to be asked at the fitting stool, the individual 
rendering that service must receive a better reward in 
wages. More income for the shoe fitter necessitates 
greater income for the store. The distribution of the 
consumer’s dollar through the many channels of the 
trade, back to the hide puller, is a result heartily com- 
mendable for its common sense. 

More common sense is entering the field of business. 
Reality rather than romance is dominating the actions 
of not only conferences but individual businesses the 
country over. It is common sense for all branches of 
the trade to focus their greatest attention on the effi- 
ciency and solvency of the ultimate retailer. Industry 
is not out of the woods by any manner of means, but 
if it continues to hold to common sense in every action 
it will benefit. We are right at the beginning of the 
building of a better system of retailing when we face 
the truth that goods and services cannot be continuously 
given away without profit. 


| 
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OSTEO-PATH-IKS 


HERE IS A GRAIN that 1s different:—A refine- 
ment of the Scotch Grain, being triangular 
rather than round, it ‘‘smacks’’ of Old England 
with its classification of OXFORD. 


So grained, that in the lasting its grain stands 
out, giving to the shoe a style value of Broguish 
sturdiness which He-Men like. Both in its 
rugged appearance and in its rich brown color 
(No. 80) this leather is a distinct aid to your 
fall selling—for shoes made of this Oxford Calf 
are just different! 


The shoe illustrated is one of Rothschild’s best 
selling styles, and, incidentally, since the 
‘*Osteo-path-ik”’ line was added to Rothschild’s 
shoe departments last April, the management 
reports a 30% increase in sales directly traceable 
to these shoes. And, all calf numbers of 
‘‘Osteo-path-ik are made of Ohio's Calf. 
Swatches on request. 


Featured by Maurice L. Rothschild in his Chicago, St. Paul aud Minneapolis Stores 


The ‘‘Tech’* No. 4583—English type semi-brogue. One width combination last. To retail at $7.00° 
Made of Ohio's No. 80 Brown Oxford Grain. Allen Edmonds Shoe Corp., Belgium, Wisconsin. 


A COMPLETE SERVICE IN FINE CALF LEATHERS 


D 


OHIO LEATHER CO. 


When writing advertisers please mention Boot and Shoe Récorder 
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{ they're more comfortable than 
shoes you've worn for months. ae j 
They give perfect freedom, yet 
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When You Plan a Shoe Window ... 


_ FIRST Ask Yourself , 
Themes for Displays Should Be In- WHAT S 
teresting, Easy for the Customer THE IDE A ? 


to Grasp and Possessed of a Sales 


THis week we reproduce three interesting photographs 


Appeal That Will Make Peop le of shoe windows, all of which are seasonable and in 
Prefer to Buy at Your Store line with the newest trend in window display, which 
aims to dramatize the showings of merchandise and 
Jno thereby enhance the sales appeal of the shoes them- 

selves. 


While the Mandel window illustrates a somewhat 
elaborate treatment, calling for the use of backgrounds, 
decorations and lighting effects that involve consider- 
able expense, nevertheless the easel and picture frame 
ideas, the use of fashion illustrations and magazines 
and of such accessories as handbags and hosiery, are 
ideas that any shoe store can readily adapt to its own 
use in more simplified ways within the limitations of 
its budget. 

This particular window display was built around an 
idea gleaned from a fashion magazine, namely, a quo- 
tation from Harper’s Bazar to the effect that “Shoes 
Are a Center of Interest in This Season’s Fashion Pic- 
ture.” The phrase was reproduced as the caption for 
the central background and the emphasis it gave to 
shoes as an item of fashion formed an excellent selling 
argument around which to build a display of style 
shoes. 

The shoe display man will find in fashion magazines 
and in shoe publications a wealth of ideas that can thus 


Below: "A New Page in the Book 
Left: A simple but effective of College Shoe Fashions" was the 
"Back to School" window idea caption of this early Fall window 

used by a St. Louis store. by Franklin Simon & Co., New 
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be dramatized in windows. Many of BOOT AND SHOE 
RECORDER’S fashion presentations and promotions of 
specialized types of footwear, such as foot health shoes, 
sport shoes, etc., have been used in this manner by 
resourceful merchants and display men, who have often 
had the illustrations “blown up” by the photostat 
method and colored to form striking backgrounds and 
display cards. 

In this connection it is suggested that our readers 
save for future reference, in connection with the plan- 
ning of window displays, such issues of the RECORDER 
as the Sept. 15th issue, which featured shoes for the 
Winter season. The colorful fashion features on pages 
33-48 will be found to contain many ideas that will 
suggest to the display man attractive layouts that will 
be original and different from the ordinary run of shoe 
windows. These ideas can be worked out when the time 
comes to show shoes for the Winter months. Similarly, 
the display man might well refer back to the June 30th 
RECORDER, which featured Fall styles, for ideas that 
can be translated into clever window trims right now. 

In the smaller stores, especially, the display man is 
often compelled to work under pressure, having a multi- 
tude of other duties. He may not be technically trained 
to originate plans for layout and illustration. But with 
the aid of a local poster artist, or by employing his own 
ingenuity, he can easily adapt ideas that come to him 
constantly from many sources, if he trains himself to 
watch the sources with this end in view. 

Photographs of window displays, like those shown 
herewith, unfortunately fail to tell the complete story, 
for they can give no indication of the color effects, which 
are often the determining factor in a good window. In 
an early issue, BOOT AND SHOE RECORDER will 


publish an article on this subject, written especially for 
this publication by a display man of wide experience 
whose shoe windows have attracted much favorable 
notice. 

The other two windows published this week have a 
distinct Fall flavor and are excellent examples of timely 
shoe displays. One features college shoe fashions and 
the other is built around school opening. Most stores 
selling juvenile shoes, or shoes for young men and 
women, will, we believe, have at least one display em- 
phasizing the theme of school or college. If you haven’t 
done it yet this Fall, there’s still an opportunity, for 
plenty of boys and girls who have been wearing Summer 
shoes up to now will be in the market for Fall footwear 


in October. 


WE suggest that every merchant, now, while it is 
still early in the season, make it a point to map out a 
schedule of themes or ideas which can be dramatized 
in striking window displays during the next 10 weeks. 
Plan at least one unusual window for each week and 
you will find that the customer interest thus aroused 
will make the investment well worth while. A series of 
striking windows is not unlike a campaign of advertis- 
ing. It has a publicity value that attracts attention to 
your store and makes it stand out in the public mind. 
Aside from any results that may accrue in extra sales, 
this attention value means enhanced prestige and an 
increase of good will. 

If you can make your store talked about in your 
community and earn for it the reputation of being a 
live, enterprising institution, increased sales will natu- 
rally follow. Everybody likes to buy at a store that 
has the reputation of being up and coming. 


A very striking window of shoes and accessories by Mandel Bros., 
Chicago. Well balanced display and effective lighting were important 
‘actors contributing to the pleasing effect obtained here. 
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Factoring and the Shoe Trade 


What It Is, What Its Advantages Are and Why Shoe 
Manufacturers Are Showing an Increased Interest in 
This Method of Handling Accounts Receivable 


EDITOR’S NOTE—We have had so many inquiries as to the 
functions of factors in the shoe industry, and there is so much 
ga misunderstanding of their activities on the part of 
shoe retailers, that we asked Mr. Hallinan, who is vice-presi- 
dent of the Commercial Factors Corporation, to tell our readers 
of their methods. 


F ACTORING has proven itself as beneficial to some 
shoe manufacturers as it has to textile mills for many 
years. In reality the factor is employed by the manu- 
facturer to conduct certain phases of his business which 
can be done more economically by the factor who has 
highly specialized departments and more than ample 
resources. 

When for the first time a shoe retailer gets an invoice 
from a manufacturer which carries a notation that the 
account is to be paid to a factoring concern, his imme- 
diate reaction is apt to be “What has happened to this 
manufacturer? Is he getting shaky financially? Will 
his deliveries be affected? Is it safe for me to continue 
doing business with him?” 

Of course those fears are not justified. They will not 
arise with a retailer who deals also in dry-goods, knit- 
goods or other textiles, for very likely he has long been 
accustomed to paying many of his bills to factors and 
is entirely satisfied to do so. He knows that, although 
the shoe industry has been using the factor’s services 
for only a comparatively short time—some two years 
or so—factoring has been accepted throughout the tex- 
tile industry as a valuable service for more than a hun- 
dred years. The methods now being adopted by the 
shoe industry have thus been thoroughly worked out 
and tested by long use. 

Retailers or jobbers who have had experience with 
the textile industry or with shoe manufacturers who use 
factors, realize that factoring does not affect adversely 
the relations between retailer or jobber and the manu- 
facturer. On the contrary, the factor’s services fre- 
quently are of very real value to them. Factoring, by 
strengthening the manufacturer’s financial position, 
assures “on time” deliveries and in addition the factor 
often makes it possible for the shoe retailer or jobber 
to obtain larger lines of credit than could be extended 
by the average shoe manufacturer. I shall show later 
how factoring is able to achieve these benefits for those 
who buy from the manufacturer. 

Let me start by explaining briefly what functions the 


By JAMES F. HALLINAN 


factors perform, how they work and why entirely sound 
and solvent manufacturers—including many who are 
more than ordinarily strong financially—find it advan- 
tageous to make use of the factor’s service. 

First it is essential to clear up a common misunder- 
standing as to the difference between the non-notification 
plan of financing and factoring. Under the former plan 
the manufacturer continues to carry the burden of pass- 
ing on credits and doing his accounts receivable book- 
keeping. The non-notification plan does not relieve the 
manufacturer from credit losses and makes less of the 
proceeds available to the manufacturer. 

Under factoring, the manufacturer gets cash for his 
accounts receivable as soon as the goods are shipped. 
For this he pays a nominal service fee in addition to 
interest. The fee is usually offset in large part by the 
saving which the manufacturer effects in reduced book- 
keeping expense, credit personnel collection and adjust- 
ment expenses and the elimination of credit losses. 


IT is apparent that to all intents and purposes the 
factor enables the manufacturer to sell for cash. None 
of his working capital is tied up in accounts receivable. 
He is in a highly liquid condition so far as his working 
capital is concerned and can therefore discount his bills 
to those from whom he buys, and is often able to make 
advantageous purchases for cash. All of these benefits 
in the long run work to the benefit of the shoe retailers 
and jobbers to whom he sells. 

It is perfectly evident that to have all credit risks 
thrown upon a financially strong factoring organization 
is of great value to the manufacturer. It is, however, 
also of value to thuse who buy from him. Let me cite 
an instance: 

Not long ago a large chain of retail shoe stores failed. 
As a result, eight or ten shoe manufacturers were badly 
crippled financially. When the money they had been 
counting on from the chain failed to materialize, their 
production was thrown out of gear. They could not pro- 
duce shoes at the rate they had expected and promised, 
and as a consequence many of their customers suffered. 

Had those shoe manufacturers been factoring their 
accounts, they would have suffered no loss. They could 
have continued with their production as planned and 
their customers would have received their goods on time, 
The factor would have carried the burden. 
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CHOICE OUTSOLES... only... 
4 Pairs to a Side, 8 Pairs to a Hide. 
The balance of the hide produces fair 
to poor soles. TEEPLE STANDARDS 
call for the selected best soles... 
that's why the Kistler Bench Brand 
stamp appears on the shank of each 
pair. This is YOUR INSURANCE of 
uniform top selection. Then, add to 
the best soles, Ohio's Jetta Calf, 
5-iron insoles and all other materials 
in keeping, and ... you have TEEPLE 
and MANKIND quality shoes. 


No. 27i—Dark Cherry Brown Seal Grain; 
No. 273 same in Black. Prince Last having 
plenty toe grade. 8-iron 
leather heeis with le 
stock A 7-11; B, C 5-11... 
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POCKET BOOKS and FEET must be 
served economically . . . and com- 
fortably! When the country was 
flooded with money, men paid the 
extra dollars for footwear with little 
complaint. Today... they need and 
insist upon long wear at fair prices. 
Chain stores "bark" about their $3 
shoes and some are fairly gocd. Sz, 
the merchant who sells $4, $5, and $6 
shoes must be certain they are sure- 
enough quality shoes. One cannot 
afford to guess, so we urge you to 
Sample a Case of Quality today. 


No. 170—Brown Campus Grain; No. 172 
samo In Black. {0-iron Kistler Water- 

treated soles, degrained treated in- 
soles, 8/8 ype 4 heels, leather counters. 
Baron Rocker type. In- 


TEEPLE 


SHOE COMPANY 


U 
PuN wisc? 


Catalog 
On Request 


When writing advertisers please mention Boot and Shoe Recorder 
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What Design Protection Means 


[CONTINUED FROM PAGE 16] 


and, for the moment, let me confine my 
remarks to the retailers’ side. 

“In our business, as well as in the 
business of countless other retailers 
throughout the United States, we have 
endeavored to build up and maintain a 
reputation for highly styled, individual 
footwear. The reputation that we and 
others have earned has been the result 
of untiring effort, constant study and 
vision to forecast and properly present 
footwear that would further cement the 
patronage which was already ours and 
stimulate the interest of those not pre- 
viously reached. 

“When a certain style or model has 
thus been prepared for presentation, we 
as retailers, look forward to its sales 
results with enthusiasm, knowing that 
the style is individual, our advertising 
ground work has been properly laid, 
And the net result should be a satisfac- 
tory mark-up and distribution. Imagine, 
therefore, gentlemen, the concentration 
that exists in the ranks of such retailers 
when, a short time following, it is dis- 
covered that a retailer selling shoes at 
a much lower cost, presents the very 
same shoe, copied in cheaper leathers 
and cheaper materials. 

“I cannot enlarge too much on the 
picture this presents to the retailer. He 
is compelled to substantially reduce his 
selling price, and in many instances, 
rather than undermine his prestige, the 
shoe is taken off sale or sold elsewhere 
at a price. If a reduction in price is 
made, you can readily see that the 
initial cost of presentation of this shoe 
cannot even be realized. All of the ef- 
forts of the retailers have been in vain. 

As an example, I would like to make 
mention of a model we introduced at one 
of our stores—a sandal conceived and 
designed in cooperation with one of 
your members, which was patented 
prior to the inception of the Guild. Be- 
cause of this protection, the model to- 
day is one of the best-selling models at 

-that particular store, and what is even 
more important, its price has never 
been reduced nor have we ever stopped 


resizing from the same manufacturer. 
I quote this particular case to demon- 
strate the protection afforded us. 

“Now, as to the manufacturer, it pre- 
sents an equally sorry picture. If the 
style of his model is copied, gone are 
the expectations of re-orders—his time 
and effort in preparation of the shoe— 
his expense of production—patterns, 
leathers, materials, can be shelved be- 
cause of the heretofore existent nation- 
al pastine of style pirates. 

“To the definite relief of both shoe 
manufacturers and retailers, the Shoe 
Guild of America has been formed. It 
has been in existance for a compara- 
tively short period of time, yet its in- 
fluence is being keenly felt in the indus- 
try and as a corrective measure it has 
been of inestimable assistance to many. 
I, for one, would like to promote, if 
possible, the activities of this organiza- 
tion. I believe that every reliable shoe 
manufacturer and retailer should wel- 
come its priciples, which are of definite 
benefit to all. 

“To some manufacturers and retail- 
ers it may seem to work a hardship 
when they learn that they will have to 
forego the practice of style piracy, par- 
ticularly those manufacturers and re- 
tailers dealing in the cheaper grades; 
but on this point let me say that there 
are enough shoe stylists in the country 
who would welcome the opportunity of 
developing and preparing shoe designs 
for their particular needs. Through the 
existence of the Shoe Guild of America, 
the time is passed when a manufacturer 
or retailer can capitalize on the creative 
work of an associate in the industry. 

“TI only hope that the Shoe Guild will 
deem it possible to admit retailers into 
their association, either in full member- 
ship or as associate members, affording 
the same protection that they now give 
the shoe manufacturers. If this can 
be accomplished, may I take this oppor- 
tunity of assuring the Shoe Guild of 
America: that my company would be 
among the first to give unqualified sup- 
port to this worthwhile cause.” 


.. Sees Shoe Outlook Favorable 


out, and in this contention we were sup- 
ported by experts from the Department 
of Agriculture, that the problem of cat- 
tle raising was not an ordinary one. 
Whereas new crops of cotton or tobacco 
can be raised each year, between three 
and four years is required to raise and 
finish meat animals properly. This 
period of excess slaughter therefore 
must be followed by a period of abnor- 
mally low slaughter. A period of re- 
duced slaughter and its concomitant, a 
reduced supply of hides and skins, 
would tend to bring about abnormal in- 
creases in hide and skin prices, stimu- 
late the use of substitutes for leather, 


f [CONTINUED FROM PAGE 24] 


and in the end, when prices tumbled to 
lower levels, result in heavy inventory 
losses, the bane of our industry. Most 
important of all, it would raise the price 
of shoes to the consumer, and play a 
part in increasing the cost of living. We 
requested, therefore, that these surplus 
hides and skins be stored in refrigerated 
warehouses and held off the market at 
least until July 1, 1935, at which time 
the government program would un- 
doubtedly be ended, and we would be 
faced with a reduced commercial kill. 
The resulting reduced hide and skin 
supply would then provide an excellent 
opportunity to market this surplus raw 
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material. It was our opinion that this 
plan of leveling out supply would be 
of benefit to the entire shoe and leather 
industries; that it would stabilize raw 
material prices, protect the tanner from 
possible future inventory fluctuations, 
and insure the consumer against a 
period of high priced footwear. 

At that time the agency conducting 
the drought relief work found it impos- 
sible to accede to our request, but the 
suggestion was made that the tanning 
industry borrow funds from the govern- 
ment and carry this surplus raw ma- 
terial until such time as it was needed 
by the industry. However, before the 
technical details of such a plan could 
be worked out and agreement reached 
between the interested parties, the 
government announced that it had de- 
cided to retain the drought hides and 
skins and process them into articles for 
the needy. (This statement of policy, of 
course, rendered useless any further 
negotiation on our plan.) 

Most of you know the rest of the 
story. The announcement of this policy 
by the government aroused a storm of 
protest from the manufacturers of 
leather goods against the government’s 
“going into business.” These complaints 
resulted just recently in a further 
change of policy when Administrator 
Hopkins, of the F. S. R. A., announced 
to the press that “It is to the interest 
of the government that the hides not 
be sold or processed at this time.” This 

[TURN TO PAGE 54, PLEASE] 


Spring Shoes to Be Colorful 
[CONTINUED FROM PAGE 15] 


shoe manufacturers have constantly im- 
proved their product until no leather 
nor shoes made anywhere in the world 
compare with that which we produce 
here. 

To reminisce is usually a sign of ad- 
vancing age but I do think that advanc- 
ing age brings also increased knowledge 
and careful judgment and I am sure 
that “only yesterday” has a bearing on 
what we are doing today and I am 
wondering as to whether it has any 
significance as to what will occur in the 
future. 

For the past two seasons we have 
been concerned with a price complex 
which must eventually mean_ sub- 
standard quality, and while the in- 
genuity of the American tanners, shoe 
manufacturers and retailers has, in the 
past, been pointed toward quality mer- 
chandise, we are being asked today to 
think only of lower prices and I warn 
you that the position we have obtained 
on the “pinnacle of quality” is very apt 
to totter if we are compelled to devote 
all of our efforts toward the lowering of 
price rather than toward the improve- 
ment of our product. And, in conclu- 
sion, I make this prophecy to you that 
if we can overcome this desire for sub- 
standard merchandise and again bend 
all of our efforts toward the better de- 
velopment of our product, these meet- 
ings in the future will be known as the 
seasonal leather openings and the In- 
ternational Style Conference. 
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FOR CORRECTIVE COMFORT! 


You can’t make the average “corrective” customer 
contented with comfort alone. She wants a young- 
looking foot, as much as any woman. That's why 
we've put a beauty mask on Air-O-Pedic Shoes! 

Here are timely, smart styles fashioned from the 
newest, popular leathers . . . touches of gay detail 
that women always hope for in a corrective shoe, 
but seldom expect to find! Yet, under this mask of 
beauty, you'll see the same scientific construction 
that has made the name Air-O-Pedic outstanding in 
the corrective field! 

You have nothing to lose ... and all to gain 
. . « by looking into the 1934 line of Air-O-Pedic 
Shoes for women. They’re priced to retail at $6.50 
. . » allowing a liberal mark-up. Nearly 100 styles 
in stock, and all sizes and widths. For information, 
write to The Air-O-Pedic Shoe Company, Brockton, 
Massachusetts. 


Mask 


NINE REASONS WHY 
AIR-O-PEDICS 


WILL INCREASE YOUR PROFITS: 


Correct fit: Air-O-Pedic 
lasts allow the ball of 
the foot to fall in its 
natural position. 


2 Metatarsal arch sup- 
ported without strain. 


Air-O-Pedic Arch: Com- 
fortable, because it's 
scientifically correct. 


4 Steel shank: Air-O- 
Pedic’s scientifically 
designed arch is _pre- 
served by a steel shank 
which will withstand a 
weight of 300 pounds. 


5 Extra ease for cuboid 
bone: Ample room here 
perfectly balances the 
weight between the 


7 


ball and _ heel-tread, 
keeping the foot in a 
normal position. 


No slipping: no gap- 
Air-O- Pedic 

hoes fit securely. No 
chafing and no friction 
to wear out hosiery. 


Non-binding vamp and 
throat line: Gives com- 
fort and relief at an 
important point of 
pressure. 


Cushioned heel rest: 
Air-O-Pedic heel rest— 
a shock absorber at 
every step. 


Newest styles in al! the 
wanted colors and 
materials. 


AIR-O-PEDICS 


AIR-O-PEDICS 


WALK ON AIR 


When writing advertisers please mention Boot and Shoe Recorder 
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Calendar 


A Working Schedule for Busy Merchants 


Start the month out with 

complete new window 
displays. This is the “harvest 
month" so why not introduce 
some cornstalks and pumpkins, 
or some Autumn leaves into 
your backgrounds to give a 
seasonal touch? Price out every 
pair of shoes in the window. 


Have a good sized, 

smart looking ad in to- 
night's paper for Saturday 
business. Put all the emphasis 
on your best-selling line, and 
give hosiery a good space too. 
Be sure that the advertised 
lines are featured in your win- 
dows prominently. 


9 Could your men's business 
stand a little boost? Of 
course it could. Then why not 
send out a letter this week 
talking up that best-selling 
price-line, arid reminding men 
that bad weather is ahead 
and they need heav‘er, more 
substantial shoes? 


13 Of course you have a 
good window display 
of the advertised shoes for 
men. And as long as you're 
making this a sort of a "Men's 
Day" why not send every cus- 
tomer out smoking a good 
cigar? A man remembers a 
thing of this sort for a long 
time. 


7] Send out a postal card 
or a mailing card today 
reminding folks of the bad 
weather ahead and featuring 
your best values in rubbers 
galoshes, etc. Keep a small 
display of these goods in the 
window constantly too and 
you'll p’ck up many a sale. 


6 Have you any window 
specials in your w'ndows 
for today? They help to puli 
in customers and they provide 
a good way of pushing out 
short lines and broken sizes 
without cutting the price to 
cost as you'll have to do if you 
wait until clearance time. 


10 Time to check stock 

again, and with one- 
third of October gone it would 
be wise to note particularly if 
there are any of your Fall 
styles that seem to be slow in 
moving out. By putting pressure 
on these numbers now you can 
probably move them at regu- 
lar prices. 


This is the day for your 

weekly check of stock. 
Haven't you found that check- 
ing every week, and ordering 
fill-ins in small quantities as 
you need them has cut down 
your stock investment and 


speeded your turn? That's 
worth while! 


1 Are you looking for 

"stunts" for your next 
sale? How about a "Family 
Day" with a discount of 10% 
on all purchases over one pair 
by the same family on one 
day? This has been used suc- 
cessfully by many stores, and 
it does increase the pair sales. 


15 This is the day to 
change window dis- 
plays again. Have you given 
house slippers a display re- 
cently? Then why not feature 
them this week? If you think 
that holiday season is the only 
time you can do business on 


this line you're missing a lot. 


of business! 


4 Do you carry a line of 
women's _ handbags? 
There's profit in it, and you do 
not need much stock. It is a 
good all year line but from 
now through the holiday sea- 
son it is particularly profitable. 
Better look into this chance for 
more volume. 


8 Give your window displays 
a thorough revamping to- 
day. Even if you must continue 
to use many of the same styles 
you showed previously you 
can rearrange your displays 
and change your display cards 
so that the windows at least 
“look” different. 


12 Inasmuch as you sent 

out a letter this week 
on men's footwear why not 
follow it up with a good, 
strong ad in tonight's paper, 
playing up the same price 
line you featured in your let- 
ter. “Include a special on 
men's sox in the ad to bring 
‘em in. 


16 Do you find it a 
tough job to prepare 
your ads? Perhaps you're not 
keeping up with what other 
stores around the country are 
doing. Go to your newsdealer 
and get an armful of big city 
papers and clip the shoe ads. 
You'll find ideas aplenty! 


4 
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for October.... 
To Produce More Profit ‘Through Planning 


17 Check your stocks to- 
day. Are your stock- 
room and basement neat and 
orderly? With the Winter 
season coming on the fire risk 
increases and it is good busi- 
ness to check the premises over 
caretully to see that no un- 
necessary hazards exist. 


9 5 Do you advertise more 

than once a week? 
Why not make your advertis- 
ing distinctive by making all 
your ads a single column and 
arranging with the paper to 
always put them on the same 
page? You can get some 
striking effects with these long, 
Narrow ads. 


9 In the new window dis- 

plays today it will add 
interest if you placard any 
newly arrived styles as "Ad- 
vance Winter Footwear Styles." 
If you have a good hosiery line 
it should be a fixed rule that 
every window display must in- 
clude some hosiery. 


1 You'll be using more 

light from now on 
too, so it would be good busi- 
ness to see that all shades and 
reflectors are clean, and that 
no burned out or weak lamps 
are in use. Be sure your win- 
dows are brightly lighted. It's 
poor economy to scrimp here. 


992 Rearrange all window 
displays again today. 
And how about your interior 
case and ledge displays? How 
long since you've changed 
them? If children's shoes have 
not had a major display re- 
cently feature them in this 
week's windows. 


9 Tomorrow's the las! 

Saturday in October, 
so plan an ad for tonight's 
paper that will make it a BIG 
day. If your stock checks have 
turned up some slow moving 
styles why not feature them 
as Saturday Specials in your 
ad and get them out? 


3 Have you made any 

plans for November 
selling? Better be working 
them out in detail today for 
October is just about gone. 
It will take some vigorous 
promotion to keep business up 
in November. What are you 
going to do about it? What 
did you do a year ago? 


1 Have a smart style ad 

in tonight's papers to 
stimulate Saturday business. 
Look through your file of shoe 
ads from other cities and see 
if you cannot find an idea that 
will make this week's ad reaily 
look "different'’ and stand out 
from the rest. 


93 This is the right time 
to send out a letter 
or circular on children's shoes. 
Why not include in it the offer 
of a free balloon or other in- 
expensive toy to every child 
who brings the letter to the 
store, when accompanied by 
an adult? 


97 If you advertised any 
Saturday Specials ar- 
range a special window and 
use plenty of display cards 
and price cards to give it a 
sale flavor. Since you'll prob- 
ably have many in the store 
get out a table or two and 
arrange some good hosiery 
values on it. 


31 Make your weekly 
check of stock today 
and while you're doing it keep 
in mind that tomorrow is 
November Ist and stocks must 
soon be clean of Fall styles. 
Tonight is Hallowe'en. Have 
you a display in the window 
that ties in with this occasion? 


20 Have you been push- 
ing the sale of extra 
laces and polish lately? Re- 
mind all salesmen to do this 
today. When a mother comes 
in to buy shoes and is accom- 
panied by a child do you sug- 
gest children's shoes to her? 
It's an opportunity that should 
not be overlooked. 


94 This is the day for the 
weekly stock check. 
Watch those hosiery colors 
and sizes! Are you planning 
some special holiday lines to 
supplement your regular foot- 
wear lines and help get more 
volume? If so you should be 
placing your orders soon. 


“YOU SAY I CAN GET FINE 
CARPET FOR MY STORE AT 
A SURPRISINGLY LOW COST?:’ 


“YES, 1 DO. MOHAWK CARPET IS y) 
AN ECONOMICAL INVESTMENT ~~, 
BECAUSE OF ITS LASTING BEAUTY 
AND ITS LONG WEAR.” 


Fresh new beauty 
NOW... and for years to come 


T’S GOOD to look at your floors once in a while as your cus- 
tomers see them. How is your carpet today? Pretty well worn 
here and there in the aisles? Color faded a good deal? 

Then replace it with Mohawk Carpeting NOW. You can get the 
quality you need, the rich solid color you like, or an interesting 
pattern at very moderate cost. The little you pay will be really a 
profitable investment—in freshening up your store interior... 
in making a more pleasant place for shopping . . . in unusually 
long wear that will save you money in the end. Mohawk Carpet 
in Chenille, Wilton, Axminster or Velvet weave contains only fine, 
imported, virgin wool and fast-color dyes. They are woven for 
wear, as many a shoe store owner and manager will testify. And 
in a wide range of colors and patterns. 

Let a Mohawk Carpet Specialist help you make a selection. 
This advisory service is free—carries no obligation. For it, address 
the nearest Mohawk Sales office or Mohawk Carpet Mills, Contract 
Carpet Department, 295 Fifth Avenue, New York City. 


REGIONAL SALES OFFICES 


ATLANTA — CHICAGO DENVER DETROIT 
BOSTON DALLAS DES MOINES SEATTLE 
PHILADELPHIA LOS ANGELES SAN FRANCISCO ST. LOUIS 


1934, Mohawk Carpet Mills, Inc. 
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A New Spring Spirit 
in Juvenile Styles 


A NUMBER of factors have entered into the life of 
the nation, as well as the shoe business as a whole, 
that have a bearing upon juvenile styles, according to 
speakers at the conference on juvenile styles at Hotel 
Astor Monday. “Either returning prosperity, or a 
general belief in it, has led to a point of view on the 
part of the public that is resulting in more generous 
buying, if not even luxury buying,” said the style re- 
port. “For this reason, we believe that there is a 
better opportunity in the children’s department to urge 
the sale of the “second pair” of shoes. The absolute 
necessity of a universal shoe for all occasions has 
passed, and the opportunity presents itself for selling 
shoes for play, for sport and for dress, as specific pur- 
poses. As an example, certain retailers attending the 
committee meeting reported a call for high style pat- 
terns and built-up heels in shoes under size 3 for dress 
use. There is a tendency to match children’s shoes 
to costume, as shown in the acceptance of the ghillie 
tie as worn with plaid suiting during the Fall. Appli- 
cation of this principle will find a place in Spring 
mode. 
Importance of Correct Fitting 


“This increased importance of juvenile styles makes 
even more necessary the admonition that correct fitting 
and the proper shoe for the individual foot be empha- 
sized. This applies not alone to shoes in the orthopedic 
class, but in general lines as well, for it must not be 
forgotten that the juvenile foot is in a formative stage 
and fit is, after all, of the first consideration. 

“Which brings us up to the orthopedic shoe itself. 
Every mother is increasingly aware of the value of 
shoes, particularly adapted to her child’s individual 
needs, and herein the orthopedic shoe comes into the 
picture. It is not necessarily a corrective shoe. In the 
majority of instances, it is not a corrective shoe at all, 
because children’s feet rarely need correction, but it is 
& preventive shoe; a shoe that, having a perfect foot to 
work on, keeps it that way. We suggest that you 
strongly emphasize the orthopedic department. It is 
the belief of the committee that you will find the public 
generally, and the modern health-conscious mother in 
particular, is demanding this footwear in greater vol- 
ume. 


Theory of Self Help 


“The theory has been advanced by eminent child psy- 
chologists that self-help and self-reliance are most im- 
portant factors in the development of the child mind. 
The shoe trade has cooperated during the past season 
with shoes the child may put on without assistance, 
through automatic fastener or snap. This promises 
even greater acceptance during the coming season. A 
greater diversity of types may be looked for as de- 
signers produce modifications of this idea.” 


Mohawk 
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Safe, Sure Remedy for 


Feet 
and Toes 


You can be sure you are recommending the BEST when you 
ush Dr. Scholl’s Solvex for treatment of Itching Feet and 


‘oes, “Athlete’s Foot,” “Golfer’s Itch,” “Ringworm,” etc. Thousands of people in your community are suf- 
is 


You can recommend it where other methods of relief have failed. ferers from t 


Being an ointment, it stays on the affected part long enough to 
penetrate deeply into the tissues, kill the germ, stop the intense 


resist most treatments yield quickly to Dr. Scholl’s Solvex. Saturday Evening Post, Collier’s, Litera 


most annoying foot condition. 


National Advertising 


itching and effect complete relief. Even stubborn cases which Millions see Dr. Scholl’s Solvex advertising in the 


ry Digest, 


A i M ine, Liberty, Co litan, A - 
Wholesale $8 doz. Retail $1. Wholesale $4 doz. Retail 50¢ | US. 


A Call for SOLVEX Offers 3 Additional Sales 


Dr. Scholl’s _ Dr. Scholl’s 
Deodorizer and Sterilizer Medicated Soap 


A special preparation compounded 
from specific chemicals that ster- 
ilizes the inside of shoes by destroy- 
ing bacteria and fungi spores, the 
cause of Epidermophytosis, Ring- 
worm, “‘Athlete’s oot.” Prevents 
reinfection from shoes or slippers 
| and checks excessive perspiration. : 
To be used in shoes only. Put up _For the treatment of many func- 
in an attractive bottle with screw tional disturbances of skin such 
cap that is easily replaced with 


‘spray attachment packed with each similar conditions, Dr. Scholl’s 
ttle. Medicated Soap is unsurpassed. 
Deodorizes and cleanses the pores. 


Retail 50¢ Retail 25¢ 


Dr. Scholl’s 
Bromidrosis Powder 


This is an ideal antiseptic, medi- 
cated foot powder for hot, tender, 
burning, tired, perspiring, odorous 
feet, (iiensidieasas}. It takes away 
the friction of shoes, especially new 
ones, and eliminates the unpleas- 
ant odors incident to perspiring 
feet. Excellent for keeping the feet 
dry, which is most important in the 
treatment of “‘Athlete’s Foot” and 
excessive perspiration. Safe and 
sure. 


Retail 50¢ 


See Our Exhibit — South Entrance — Hall of Science — Chicago World’s Fair 


THE SCHOLL MFG. CO., INC. 


Largest Manufacturers of Foot Comfort Appliances and Remedies in the World 
112 Adelaide St., E. Toronto 


62 West 14th St., New York 213 West Schiller St., Chicago 


When writing advertisers please mention Boot and Shoe Recorder 


o 
i 
The 
i 
Dt 
Powder, 
q 
P 


BOOT AND SHOE RECORDER, September 29, 1934 


Man Fashion—Woman Fashion 


Miss Harrington: Yes, I should say 
so. Have you noticed, Erwin, that 
women are wearing really low heels 
again for tailored shoes and even in 
formal shoes. Was that because we 
heels again on tailored shoes and even 
in formal shoes. Was that because we 
decided we couldn’t keep pace with 
men teetering along on dizzy spikes? 
In tailored shoes we are stealing men’s 
stuff all right. Here is something to 
prove your point that there is a rela- 
tionship between men’s and women’s 
fashions. Every important pattern we 
have (well, almost every important 
pattern) is taken from men’s shoes and 
from classic English shells. What we 
don’t do to these classic patterns is no- 
body’s business but the origin is there 
just the same. There is the brogue 
oxford, with all the sporty details you 
have in your brogues—wing tips and 
perforations. And there is the moccasin 
—that’s very strong. And the monk 
shoe (we even have monk evening slip- 
pers now). And the ghillie. That was 
originally a man’s golf shoe, wasn’t 
it? Didn’t the Prince of Wales intro- 
duce it first? 

That reminds me. Did you read in 
the papers about the Ghillie Ball the 
English Royal family gave up at Bal- 
moral Castle in Scotland? You know 
the Ghillies are the henchmen who 
caddy for the Scotch Lairds and they 
have a Ghillie ball every year. It seems 
it was a big party this season and 
Queen Mary taught all the Princes to 
dance the Highland Fling. Isn’t that 
a picture? And there’s a nice back- 
ground by the way for a Ghillie pro- 
motion. 

Mr. Perine: You mean a blow-up of 
Queen Mary dancing the Highland 
Fling. I think it would be grand. 


The Question of Colors 


Miss Harrington: Well, to get on to 
colors. We’re going to find more and 
more lighter browns in tailored shoes 
to go with tweeds. Colors like Maronna 
and Bourbon. Browns have been light- 
ening for some time, even in the Winter 
shoes. This Spring we will see them 
definitely lighter. For the more formal 
daytime shoe, the new note is blue, 
brown or black with a touch of light 
color. That makes a shoe look springy 
and definitely different from Winter 
types. We’ve got patent leather com- 
ing back strong this Spring too, and 
that lends itself beautifully to a dark 
shoe with light trimming . . . black 
patent leather with chamois beige is 
the newest idea along these lines. In 
addition a number of combinations, 
like gray and blue and brown and beige 
are suggested to go with mixed color 
ensembles. Difficult to merchandise but 
an interesting idea. 

All kinds of fine grains and crushed 
leathers and small jacquard patterns 


[CONTINUED FROM PAGE 211 


in fabrics will be good for tailored 
shoes. The word we use to describe it 
is: “Surface Interest.” And in the 
formal shoes you get Surface Interest 
too in the elaboration of plain leathers 
by means of stitchings, cordings, over- 
lays and underlays and, of course, our 
old friend, the perforation. 

That idea of air-conditioning the 
shoe with perforations seems to be a 
classic theme in women’s shoes. I 
don’t think it will ever go out. There 
are thousands of ways you can use 
holes and vary the idea by changing 
their shape and arrangement. That’s 
something I’d like to ask you about. 
You mentioned perforations in men’s 
shoes. How far has it gone? It’s one 
of your really sound ideas that men 
should take up if they have any sense. 
I know a man who took an ice pick 
and punched all the perforations in his 
brogues right through to the lining and 
he said he was comfortable last Sum- 
mer for the first time. 


Surface Interest for Men 


Mr. Perine: Perforations is a sen- 
sible idea ... but, like most new ideas 
in men’s clothes they are met with old 
prejudices. Men won’t wear anything 
too suddenly different. Shoemakers 
who put out perforated shoes that 
looked like leather colanders found 
that they could not sell them to the 
really well-dressed man. They did sell 
in sports types in the lower price 
brackets. However, shoes whose per- 
forations followed the normal line of 
punchings like your friend and his ice 
pick—the wing tip and so forth—were 
purchased by the conservative man. 
That much is definitely learned from 
last year’s experience and can be taken 
as a guide for next Spring and Sum- 
mer’s promotions. 

That’s not the only parallel I find in 
what you’ve told me of women’s trends 
for Spring. There is that same distinc- 
tion to be made in the accesories for 
men’s tweed suits (now worn to town 
and the office) and the more formal, 
double-breasted, fitted type of suit. It’s 
up to the salesman to sell his customer 
a pair of brogues now to wear with his 
tweeds ... and a lighter weight, less 
rugged-looking shoe for his smooth 
finish suit. 

The “surface interest” as you call 
it is important for men’s shoes too. 
That is, the grained effects. They’re 
back in favor. Not so thick and tough 
as they were some years ago but 
grained leather just the same. We 
call them “leather” grain now. Their 
new selling point is the fact that they 
are made to be more flexible and com- 
fortable than the old type heavy grains. 
Dark brown, reddish browns, and even 
wine browns, but no light tans, are 
good. Black shoes are good to suggest 
to a man for wear with his medium 


and dark gray, or dark blue suit. Black 
might be called the more formal color 
in shoes, and brown the less formal. 
Naturally, brown shoes go better with 
brown suits and with lighter gray 
suits. 

I suppose brown buck shoes come 
under your “surface interest” too. This 
is an interesting fashion that looks as 
though it would go to considerable 
volume this coming season. Incident- 
ally, a little education of the customer 
on the care of brown buck shoes will 
bring returns in the form of resales. 
Men don’t know how to take care of 
brown buck. It’s a new color and 
leather to them. Salesmen ought to 
suggest that brushing with a wire 
brush removes the caked dirt better; 
then the application of a powder has 
good results. Suggest the brown suede 
or buck or service leather—whatever 
you call it—as the natural complement 
to a tweed suit. 


Children's Promotion 


PoRTLAND, ORE.—New merchandis- 
ing features for the children were 
adopted by Al Caplan and Claude 
Harris of the new C & H Family shoe 
store, recently opened in this city at 
802 Southwest Morrison Street. Among 
the special attractions for securing 
the friendship and good-will of the 
youngsters of the city was a theater 
party staged for them on Sept. 15. 
“The Music Box” was secured for the 
purpose, and boys and girls between 6 
and 14 years of age were given tickets 
for the vaudeville and movies, as well 
as candy and prizes. All they had to 
do was to come to the shoe store and 
register for joining “The Buster Brown 
Club.” This promotion program is now 
a weekly procedure. 


Shoes for the Needy 


BurFFraLo, N. Y.—Harry J. Deters, 
business manager of the Buffalo Shoe 
Retailers Association, has been awarded 
the city contract for District No. 10, 
South Buffalo, for the distribution of 
shoes to the needy. There is about $40,- 
000 worth of shoes which will be dis- 
tributed in this section. All the shoes 
will be consigned to Peter Ryan’s shoe 
store, 2296 Seneca Street, and distrib- 
uted there by Mr. Deters to the ap- 
proved applicants. 


Hammer Opens New Store 


SEATTLE, WASH.—A. O. Hammer has 
just opened a‘new shoe store and men’s 
and women’s furnishings shop at 337 
Fourth Street, Camas, Wash., previous- 
ly having been engaged in business for 
a number of years at Tekoa, before 
moving to the paper mill city of Camas. 
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we 


JHEY LE BLY BLUE AGAIN 


Spring, to them, is a lovely jumble of crocuses and new young 
men and spick-and-span navy-blue clothes. Because new 
clothes deserve new shoes, they'll buy navy-blue kid in the 


shade that repeats the cast of volume costume blues 


MARINE BLUE 
Vode No. 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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Brockton Production Increasing 


BrockTON, Mass.—Encouraged by 
the reported increase in retail sales late 
in August, South Shore factories in 
general resumed active schedules, fol- 
lowing the customary Labor Day lull. 

Many Brockton factories and fac- 
tories in adjacent towns, having com- 
pleted their lines of samples, discovered 
the reflection of increased buying on 
the part of the consumer by the many 
rush orders for in-stock delivery. The 
Stetson Shoe Company, W. L. Douglas, 
Commonwealth Shoe and Leather and 
C. H. Alden Company have been ex- 
ceedingly busy and other factories in 
the vicinity of the old colony district, 
especially those making boys’ shoes, re- 
port an exceptionally fine run, in ad- 
vance of any experienced the past three 


years with promising future prospects. 

Among other factories, who look for 
a sizable run that will carry them up 
into the mid-winter period, are Field 


and Flint, George E. Keith Co.—on- 


both men’s and women’s lines—Regal 
Shoe Co., M. A. Packard and Charles 
A. Eaton Co. Despite present condi- 
tions Stacy Adams Co., with their new 
custom line, continue to open many new 
accounts and their new in-stock service 
has made new friends for this old- 
established concern. W. L. Douglas 
Co., on both the Douglas and Air-O- 
Pedic lines, are working on a steady 
schedule, and the large Douglas plant 
has proved to be the scene of much ac- 
tivity in recent weeks with the acquisi- 
tion of many new outlets. 


Open New Men's Department 


PROVIDENCE, R. I.—New to the Cal- 
lender, McAuslan & Troup Co., com- 
monly called the Boston Store, is a 
fine men’s department including a shoe 
department and apparel departments. 
Although one of the oldest department 
stores in this city, the firm has pre- 
viously had no men’s sections. Survey- 
ing the demand on the part of many 
of their patrons and deeming the men’s 
business desirable, the new sections 
have been added. 

John Manning, manager of the 
store’s women’s department, is in 
charge of the new shoe department. 
Packard shoes are sold exclusively. 


The new department is located on the 
store’s second floor close to the women’s 


department so that management of the 
two sections is made easier. 

The recent removal of the women’s 
department has resulted in a grading 
up, according to Mr. Manning, who re- 
ports the sale of shoes up to $10.50 as 
remarkably better. 

In the interests of the women’s de- 
partment, Mr. Manning is distributing 
10,000 reprints of one of their news- 
paper advertisements by inserting one 
in each package sent from the store, 
inserts being placed in packages from 
all departments so that patrons of one 
department find a reminder from the 
shoe business in their packages. Mr. 
Manning describes the publicity as low 
in cost and of wide distribution, reach- 
ing the store’s regular customers. 


Pin Tucks Selling Well 


SAN BERNARDINO, CALIF.—Pin tucks 
have a big place in the popular num- 
bers shown in the fine shoe department 
of The Harris Company here, accord- 
ing to J. E. Spain, manager and buyer. 
Strippings are second in demand in 
decorative effects. 

In the matter of materials suede is 
in the lead but fabrics, especially 
gabardines, are well liked. Kid is hold- 
ing its own as usual. 

Black leads brown in the color pa- 
rade and blue has sprung the same 
big surprise here that it has sprung 
elsewhere. Like Banquo’s ghost it has 
no intention of being “down?’ The de- 
mand for blue is as strong in fabrics 
as it is in kids or suedes. 

Ties, both three and four-eyelets, are 
more in demand than pumps, but T- 
straps probably come in second among 
dress shoes for practical wear. 


Celebrates 10th Anniversary 


ATLANTA, GA.—Baker’s Shoe Store, 
of 65 Whitehall Street, S. W., the first 
of the Edison Brothers chain of shoe 


stores, is this week celebrating its tenth 
anniversary. The company was found- 
ed ten years ago with Baker’s as its 
first unit. Later headquarters were 
moved to St. Louis and today there are 
86 stores operated by the chain in 36 
states. Harry Edison is president and 
treasurer of the company; Irving Ed- 
ison vice-president and general man- 
ager; Sam B. Edison is in charge of 
hosiery and bags, and Mark and Simon 
Edison are buyers for the firm. The 
Atlanta unit is in charge of R. J. Hay- 
del, and was enlarged and completely 
redecorated about a year ago. 


New Peck Shoe Section 


Kansas City, Mo.—A new shoe de- 
partment for women has just been 
epened on the first floor of the George 
B. Peck Company. This is stocked 
with shoes selling for $2.95 and $3.95. 
The woodwork, cases and fitting chairs 
are finished in Chinese red. Higher- 
priced shoes are carried in the larger 
department on the fourth floor. ' There 
is also a children’s department on the 
third floor of the store. Phrem Lee- 
man is manager of all of these. 
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Sees Expanding Field 
for Business Organizations 


New YorK—The expansion of the 
chamber of commerce movement, in 
order that business may perform for 
itself functions which otherwise would 
pass into government control, is pre- 
dicted in the annual report of The 
Merchants’ Association of New York 
which has just been sent to the mem- 
bers of that organization. 

The report prepared by President 
Louis K. Comstock and Secretary S. C. 
Mead shows that the requirements of 
the New Deal forced on The Merch- 
ants’ Association during its last fiscal 
year a burden of activity which has 
been hitherto unequalled since the 
World War and that a considerable 
proportion of this activity was work 
which was carried on in direct coopera- 
tion with the government to the mutual 
benefit of the official administrative 
authorities and the members of the or- 
ganization. Commenting on this fact 
the report states: 

“It has long been recognized in polit- 
ical science that economic forces prop- 
erly play a dominant part in the field 
of governmental activities, but recog- 
nition of the additional fact that an 
important gap was left on the economic 
side in the framework of our govern- 
ment is more recent; and still more re- 
cent on the part of our government, at 
least, is recognition of the fact that 
governmental attempts to regulate the 
multifarious, intricate and delicately 
adjusted machinery of business without 
the assistance and cooperation of or- 
ganized business will inevitably result 
in confusion, unnecessary hardship and 
a shrinkage of business activity. 

“In some leading nations recent con- 
stitutions have formally recognized the 
need for supplementing the purely 
political machinery with business or- 
ganizations, but in our country this 
economic supplementation is being de- 
veloped through the instrumentality of 
service chambers of commerce and 
voluntary associations which have the 
elasticity and virility of bodies un- 
hampered by statutory limitations. 

“This highly important, semi-official 
cooperation with the machinery of 
government on business problems em- 
phasizes the steadily increasing need 
for chambers of commerce and the 
broadening of their field for useful 
service.” 


Effective Window Display 


LyNN, Mass.—Burrows & Sanborn 
use a window pump. It’s a yard or 
more in length. The heel on it is about 
a foot high. Windows are cut in the 
vamp and quarter. In them are dis- 
played new style pumps for Fall. It’s 
a novel display. 

This window pump is cut from a 
piece of pattern board, the material 
that is cut up for shoe patterns as used 
in factories. It’s colored in the autum- 
nal brown shade. 
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AN IMPORTANT CONTRIBUTION 
TO IMPROVED SHOEMAKING 


[A] The Saddle Insole has become an important feature 
in the construction of several makes of arch support shoes. 


[8] The use of the “Down to the Wood” principle in last 
design has contributed materially to the effectiveness of 
this feature. The last is grooved so that the insole saddle 
fits perfectly into the recessed section of the last. 


[¢] By the use of this method the saddle fits closer and 
more snugly to the foot and gives added support. Unless 
this method is used the saddle has to be skived so thin 
in order to preserve the lines of the last that it is of no 


Look for this stamp practical value in the shoe. 


on all shoes made 
on “Down To The 


“UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 


a 
vy U Uf 
- 


BOOT AND SHOE RECORDER, September 29, 1934 


THERE IS NO 
SUBSTITUTE 


FOR 


we QUALITY 


The quality shoe is beyond criticism. The materials 
and workmanship that make it a meritorious product, 
give it selling power. It has the preference when 
money must be spent with care. The trend is in that 
direction. The public is alert for merchandise which 
has not been scaled down in value. The day of price 
ballyhoo is passing. Buying unwisely is known to 
create an unforgettable experience. The service ap- 
peal remains the one which gets most attention and 
on which to rely for profitable business. 


GENUINE BARBOUR STORMWELT 
enjoys world-wide trade acceptance. This mirrors 
consumer demand. It was THE ONLY—ONE PIECE 
—SOLID LEATHER—STORMWELT on the market 


BARBOUR STORMWELT, 
VERY MUCH ENLARGED, 
SHOWING ITS ALL 
~LEATHER, ONE-PIECE 
CONSTRUCTION IN 
DRESS WELT SHOES. 


i 
1 
nine years ago and is the same today. It has become 
a trade practice to prefer it for sealing the inseam, c 
creating a retaining wall so shoes will remain shapely } 
and adding a touch of distinction where it is most ‘ 
practicable and appealing. > 
IMITATED BUT NOT DUPLICATED. THERE IS ¥ 
ONLY ONE GENUINE BARBOUR STORMWELT F 
re 
b 
a: 
al 
BARBOUR WELTING COMPANY 
MANUFACTURERS a 
SOLE DISTRIBUTORS AND LICENSED MANUFACTURERS ND | 
WELTING LTD., LEICESTER, ENG ou 
ILLUSTRATING THE th 
USE OF BARBOUR 
STORMWELT IN SHOES dé 
FOR HEAVY DUTY. wi 
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No Early Hide Processing Planned 


Tanners Council of America Receives Assurance from FERC, following 
Visit of Committee to Washington 


WASHINGTON, D. C.—The Washing: 
ton Contact Committee of the Tanners 
Council, headed by Carl F. Danner as 
acting chairman, spent Sept. 17 and 18 
in Washington and in a communication 
to the Federal Surplus Relief Corpo- 
ration, made the following requests: 

“(a) If hides and calfskins are not 
to be processed, FSRC should assure 
the Industry that they will be marketed 
with the advice and assistance of rep- 
resentatives of the Industry, and in ac- 
cordance with the Industry’s original 
proposal; namely, not below 9c. (basis 
light native cows, with proper differen- 
tials for other hides and calfskins) be- 
fore July 1, 1935, and thereafter not 
more than 5 per cent per month below 
that basis. 

(b) Hides and calfskins should here- 
after be put up by packers in their es- 
tablished commercial weights, selec- 
tions and grades, such that they could, 
if desired, be subject to Hide Exchange 
inspection. This will insure a wide mar- 
ket at fair prices if the hides are sold. 
and their intelligent assignment to vari- 
ous uses if they are processed. Failure 
to do so greatly complicates the task of 
dividing them properly for processing, 
and if they are sold, limits the market 
to the few tanners who are in a posi- 
tion to purchase them in the present 
wide and unstandardized classes.” 

The following reply has been re- 
ceived from Keith Southard, executive 
officer of FERC: 

“Confirming our conference and in 
response to your letter of even date, I 
beg to submit a statement of our policy 
as follows: 

“1, There is no intention of doing 
any processing or otherwise disposing 
of the cow hides and calf skins, which 
are now or may become the property 
of the Federal Surplus Relief Corpora- 
tion, in the near future and probably 
not for a period of several months. 

“2. Before any action is taken for 
processing or other disposition, it is 
our intention to discuss the subject 
fully in conference with representa- 
tives of the tanning industry. 

“3. It is our intention to follow as 
closely as possible the suggestions 
which you have made with reference 


to the inspection and putting down of 
these cow hides and calf skins. It is 
expected that this whole operation will 
be carried out under Government in- 
spection.” 


Tanners’ Council to Meet 


New YorK—The annual meeting of 
the Tanners’ Council of America will 
be held on Thursday and Friday, Oct. 
18 and 19, at the Edgewater Beach 
Hotel, Chicago. 

The general planning committee and 
the executive committee of the council 
will meet on Wednesday, Oct. 17. 

There will be an open meeting for 
members of the council and allied trades 
at 10.30 a. m., Thursday, Oct. 18, to 
be followed by a luncheon meeting at 
noon and the group meetings in the af- 
ternoon. 

The meeting of the board of direct- 
ors at which will occur the annual elec- 
tion of officers and executive commit- 
tee is scheduled for Thursday evening 
at 7 p. m. 


Sells Interest 


NEw LONDON, CoNN.—Samuel Gor- 
don, who until recently was a partner 
of Robert Drazen in the business known 
as the Fashion Bootery, conveyed on 
September 12 his undivided one-half 
interest to Mr. Drazen, who has as- 
sumed all the obligations of said busi- 
ness. 


DATES TO REMEMBER 


National Shoe Retailers Association An- 
nual Convention (city to be announced 
later) Jan. 6, 7, 8, 9, 1935 

National Seasonal Opening, National 
Boot and Shoe Manufacturers Asso- 
ciation, St. Louis, Mo....Jan. 7, 8, 9, 1935 

Northwestern Shoe Retailers Regional 
Association Annual Meeting, Hotel 
Radisson, Minneapolis, Minn., 

Jan. 13, 14, 15, 1935 

Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
Rapids Jan. 20, 21, 22, 1935 

Middle Atlantic Shoe Retailers Associa- 
tion (city to be announced later), - 

Jan. 21, 22, 23, 1935 


July Shoe Production 
Drops 1.4 Per Cent 


WASHINGTON, D. C.—Total shoe pro- 
duction in the United States during the 
month of July amounted to 27,981,619, 
according to figures released by the 
Bureau of the Census. This produc- 
tion represents a decrease of 1.4 per 


PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 


JULY , 1034 


| 


1933 


cent from June, when the total was 
28,378,697 pairs, and a decrease of 17.1 
per cent from July, 1933, when 33,- 
749,134 pairs were produced. Produc- 
tion for the January-July period in 
1934, however, shows an increase of 
4.2 per cent as compared with the cor- 
responding period in 1933. 

The decline in production from June 
to July was most marked in the men’s 
dress shoe classification, which dropped 
from 5,349,900 pairs in June to 4,574,- 
267 in July. Women’s shoe produc- 
tion increased from 9,471,642 pairs in 
June to 11,653,790 in July. 


New Children's Shoe Factory 


MILWAUKEE—A new shoe manufac- 
turing firm, the Frank Shoe Mfg. Co., 
is opening a factory here to make chil- 
dren’s and growing girls’ shoes. George 
A. Frank is president of the company, 
Fred Froede vice-president, Walter E. 
Morse secretary and G. N. Hansen 
treasurer. All of these men have been 
associated with the shoe business for a. 
number of years. 
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As One Merchant 
to Another 


SEATON ALEXANDER 
of 


WHEELING 
WEST VIRGINIA 


Says: - 


“T buy insurance as I do 
any other necessity in the 
operating of my business, 
i.e., where I can get the 
best returns for the money 
I lay out. 


“Close observation of the 
operations of the Na- 
tional Retailers Mutual 
Insurance Company con- 
vinces me that this com- 
pany gives me everything 
that any insurance com- 
pany can give, and at a 
saving in cost that no 
business man can ignore.” 


This million dollar, legal reserve, 
mutual insurance company writes 
Fire insurance and allied lines for. 
high-grade shoe merchants under 
dividend-paying policies. 


Write us 
about your 
Automobile, 
Casualty 
and Fire in- 
surance FIRE 

WNSURANCE 


obligation is * 
involved. 


NATIONAL RETAILERS 
MUTUAL INSURANCE 


James S. Kemper, President 
Mutual Insurance Building, 
Chicago, U. S. A. 
Nationwide Service Facilities 


Mott B. Hughey Opens New Store 
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Watkins Glen, N. Y.—In yvoggs * this year the shoe store of Mott B. Hughey was 
fire. il 


cémpletely d 


le business was immediately resumed in a new 


by 
location, it was only this month that the firm moved into its new fireproof home. The 
accompanying photograph shows what a modern interior has been achieved. The 
exterior is most striking in its chronium and black treatment. Very few towns of a 
three thousand population or even of many times that size can boast of as attractive 
and compact a retail shoe store at this one. 


Michigan Retailers Active 


LANSING, MicH.—Joseph H. Burton, 
secretary -treasurer of the newly- 
formed Michigan Retail Shoe Dealers 
Association, reports a total paid mem- 
bership of 175 members. Inside of a 
year it is felt by the officers of the asso- 
ciation that double that number will 
be enrolled. This State association only 
started in January of this year and 
has had one meeting. 

Members are being kept in constant 
touch with headquarters by the means 
of letters from the secretary. These 
letters cover such subjects as advo- 
cating participation in Foot Health 
Week; Proper Time for Sales; Profit 
on Summer Shoes; advice against 
Overbuying, as well keeping. the mem- 
bers in touch with State and national 
matters having to do with the retailing 
of shoes. 

Membership dues have been kept low 
($1), as the association officers feel 
that many active members are better 
than just a few regulars. 


Louisville Merchants Meet 


LouISvVILLE, Ky.—A meeting of the 
Louisville retail shoe merchants was 
called last week in the Red Room at 
the Seelbach Hotel by Charles Fedler, 
former president of the Louisville Re- 
tail Shoe Merchants Association. 

The purpose of the meeting was to 
reorganize the old association on con- 
structive lines and also to send a tele- 
gram of protest to the President of the 
Government’s tentative plan for man- 
ufacturing and distributing shoes un- 
der the FRA. The merchants feel that 
the business of many shoe stores will 
be affected and also that if shoes are 
distributed without being properly 
fitted to the individual the country will 


be flooded with people with foot trou- 
bles. A telegram explaining this was 
sent the President by those present, 
and also wires were sent by the indi- 
vidual firms. Much interest was mani- 
fest in forming a new association and 
a date this week was set for the first 


meeting. 


Des Moines Retailers Co-operate 


Des Moines, Iowa.—Fall buying 
started in earnest here the first week 
in September, according to H. A. Alex- 
ander, president of the Des Moines Re- 
tail Shoe Dealers, and received an 
added boost with the co-operative ad- 
vertising campaign on suedes and fab- 
rics launched on Sunday, Sept. 9. He 
believes this time is more appropriate 
for‘the shoe dealers in this section than 
August 15, as the season is more ad- 
vanced. The earlier date was consid- 
ered by the local dealers but opinion 
prevailed that it should be postponed 
until September. 


New Omaha Store 


OmAHA, NeEB.—The newest store in 
the nation-wide chain of the Orthopedic 
Shoe Stores Company, was recently 
opened in this city at 216 South Fif- 
teenth Street, in the World-Herald 
Building. D. D. Bandy, western district 
manager for the retail division, has 
been in Omaha, personally supervising 
the opening of the new outlet, which 
will carry Cantilever and Ground Grip- 
per shoes. A. C. Beers, well known in 
Omaha shoe circles and formerly a 
Cantilever dealer, will manage the 
store. Advertising and promotion has 
been started following the regular 
“Foot Health Headquarters” plan, fea- 
turing the famous brand names and 
“a type of shoe for every type of foot.” 
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A Window Display That Sold Shoes 


PROVIDENCE, R. I.—This unusual 
window display of new Fall footwear, 
shown at Shepard’s, has given the shoe 
department a fine sales record and has 
attracted some fine comment both from 
the public and the trade. 

Designed and installed by J. G. 
Sorensen, display manager at Shep- 
ard’s, the display occupied one of the 
large, front windows fronting on West- 
minster Street. The display was 
planned so that various price levels of 
footwear would be shown, giving prom- 
inence to the most popular line. 

Shoes selling at $5.95 were featured 
prominently in the three semi-circles, 
each graduated to make a slightly 
larger circle size as shown in the dis- 
play. These were featured with the 
poster sign entitled, “A winning line 
up of Fair Debs $5.95.” 

Featured at the sides of this center 


display and in the foreground were 
Fall shoes retailing at $7.95, $8.50, 
$9.00, $10.50 and $11.50. These shoes 
were featured with the poster, “Learn 
all the steps to Fall Foot Fashions in 
our Women’s Shoe Store—marvelous 
variety for every outfit for every occa- 
sion.” 

The $5.95 shoes were the biggest 
sellers, according to William R. Briggs, 
department manager, who reports that 
good volume was realized on all the 
better shoes. Styles included mostly 
suede combinations with patent trim- 
mings going unusually well. Blacks and 
browns ran approximately 50-50, Mr. 
Briggs states. Step-in styles were also 
reported as good sellers with much 
better demand than for past seasons. 

That the window display attracted 
fine consumer attention is shown by 
the business realized by the department 
during and since the window was put in. 


Clever Ad Tie-Up 


CHIcCAGO—Something new under the 
merchandising sun has been devised by 
Henri, Hurst & McDonald of Chicago, 
advertising advisors to the Selby Shoe 
Company, makers of women’s footwear. 

In the October Ladies Home Journal, 
the full-page ad of the Selby Arch 
Preserver shoe informs the foot-con- 
scious young woman that Western 
Union will tell her the name and ad- 
dress of the nearest Selby dealer. 

Edward H. Weiss, of Henri, Hurst 
& McDonald, who conceived the idea for 
the tie-up, has been unable to discover 
any previous use of such an arrange- 
ment in the field of magazine advertis- 
ing, although it has been used with 
varying degrees of success on the 
radio. 

The Selby system, as applied by Mr. 
Weiss, is simplicity itself. 

“For you whose busy lives are filled 
with eager doings, we have a most un- 
usual new service,” the copy reads. 
“Through special arrangements, West- 
ern Union will tell you where you may 
buy Selby Arch Preservers. 

“Just telephone Western Union and 
ask: ‘Where can I buy Selby Arch 
Preservers?’?’ The name of the nearest 
dealer will be supplied at once, without 
cost or obligation:” 

Western Union offices in the city and 


hamlet have been supplied with lists 
of Selby dealers in their own and near- 
by communities. In communities where 
there is no dealer, the prospective cus- 
tomer may use the telegraph service to 
communicate with the dealer in the 
nearest town, without obligation to the 
customer. 

“The idea behind the whole thing,” 
says Mr. Weiss, “is that the missing 
link in modern-day magazine advertis- 
ing always has been a question of 
‘Where to buy it.’ 

“The Selby Company, by calling on 
Western Union, has, we think, gone a 
long way toward the solution of this 
problem.” 


The Woburn Foot Cure 


WOBURN, MASS.—If one takes it from the 
elders here, there is no better treatment for 
the feet, in this season of the year, than to 
stick them into a tan vat and let them soak 
awhile. The tannins (natural tannin on bark) 
tighten up the pores of the skin, heal the 
bruises and tone up the nerves. It's old food 
medicine, endorsed by generations. In fact, 
Shakespeare himself offered his testimony as 
to the way that tannin preserves the skin. 

Of course, if one hasn't a Woburn vat 
full of bark liquors handy there are plenty 
of soaps and pathogenic mixtures that may 
be poured into the foot tub. 


Junior Shoe Division 


New York Office, 531 Marbridge Bldg. 


The 


Propr-Bilt shoes are approved 
and recommended by Ortho- 
pedic Surgeons, Foot Spe- 
cialists, Doctors and Pedia- 
tricians in most of America’s 
principal cities. The support 
of these professional men is 
a powerful business-building 
influence for Propr-Bilt deal- 
ers who are fully protected 
on an Exclusive Agency Basis. 


Complete In-Stock 
Service even on ex- 
treme widths makes ac- 
curate fitting possible 
with minimum invest- 
ment. 


Made of the choicest ma- 
terials with every touch of 
skilled craftsmanship and 
with Patented Orthopedic 
features not duplicated in 
any other shoes. The first 
Orthopedic juvenile line to 

enter the field is still 

first in sound exclusive 

features. Write for 


details. 


‘DONNELL 


SHOE CORNRIPANY 


Humboldt Tenn. 


| 
|, 
4 
Fic 
2. 
\ 


IN STOCK 


Boys’ Popular Priced 
RETAILERS 


SPORT AND DRESS 


Write for illustrated folder of complete line 


No. 453—Brown calf 
bal oxford, leather sole 
and heel. Times Square 
last. In stock sizes 1-6, 
B, dths. Price 


Excelsior's line of Men's and Boys’ shoes 
have Icng been known for style, quality 
materials, excellent workmanship, and 
accurate fitting lasts. An efficient in- 
stock department aids the merchant 
who features Excelsior footwear in at- 
taining a faster ratio of turnover, and 
a more profitable business. 


MEN’S SMART STYLES 
in the popular priced 
range. Complete illus- 
trative folder on re- 


heel. Rocker last. In stock sizes 
1-6, B, C, D widths. Price $2.55. 


THE 


EXCELSIOR 


SHOE COMPANY 
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Realizes Ambition for 
Quality Store 


WILMINGTON, N. C.—One of the 
South’s most modern shoe stores was 
recently opened in Wilmington by 
Aaron Abrams, who started in the 
mercantile business here in 1920. Mr. 
Abrams first sold low end merchandise 
and was later the first to launch into 
the field of ladies’ high novelty foot- 
wear in this city, early in the 20s, 
recognizing the growing demand for 
this type of footwear. 

In February, 1933, Mr. Abrams 
opened the Cinderella Booterie, in face 
of adverse conditions and _ business. 
Immediately thereafter came the bank 


failures and closings. Having faith 
and the will to succeed, Mr. Abrams 
proceeded with his plans, and has now 
attained his goal with the opening of 
one of the most outstanding shoe stores 
in the South, operating under the name 
of the “Cinderella Booterie” and show- 
ing women’s shoes up to $7.95. 

In this new store Mr. Abrams has 
added a men’s department in $4.00, 
$5.00 and $6.00 shoes. 

The store is equipped with modern 
shelving and modernistic chairs and 


lighting fixtures. 


10th Year With Weisberger 


Bronx, N. Y.—Harry B. Michaels 
recently celebrated the tenth anniversa- 
ry of his association with the Dave 
Weisberger Arch-built Shoe Company. 
Starting at the “bottom of the ranks,” 
Mr. Michaels gradually rose to an ex- 
ecutive position. Through effort and 
conscientious study, and the resultant 
knowledge of the orthopedic branch of 
the shoe industry, he has been called 
upon by schools and hospitals to lecture 
on proper shoes relative to good pos- 
ture. 

In hospital lecturing work, Mr. 
Michaels assists Dr. Samuel Boorstein, 
M.D., F.A.C.S. at Fordham Hospital 
and at various high schools through- 
out the city. He also visits many or- 
thopedic clinics where he has a host 
of friends among attending physicians 
and surgeons. 

Mr. Michaels gives his requisites for 
success in the following: “Success to 
anyone in any line of business, can only 
come from concentration and love of 
work plus the adherence to the rules 
of an organization and the ability to 
carry out orders by one’s superior with 
a smile.” 


50%, Increase 


OmAHA, Nes.—Because his shoes 
have style appeal, M. W. Stephen, man- 
ager of the shoe store of the Nebraska 
Clothing Company, increased his sales 
50 per cent during the past two weeks, 

“We have style appeal,” he declares 
in explaining this great increase in 
business. “Our Fall shoes are a little 
different—and then we have a stock 
that will allow us to fit any foot. If 


you have those two things people are 
willing to pay a little more for their 
shoes. If you have style the people will 
come into your store, and if you have 
the stock they will buy.” 

He is expecting the Fall season to be 
particularly good, he states, as this 
past Summer was so largely a white 
season that the average person is with- 
out any shoes to carry them over into 
the Fall. Practically every one will 
have to buy new shoes now that the 
cooler days are coming. Also he de- 
clares that he has sold more $8.50 shoes 
in the past two weeks than he did dur- 
ing a similar period for the last two 
years. 

The drouth in this Mid-western sec- 
tion will help business, he says, as the 
farmer right now has more cash than 
in several years due to the Federal 
corn-hog loans which have proven 
profitable. 


Fall Sales Increase 


LovuISvVILLE, Ky.—The Boston Shoe 
Store finds that buying for the year so 
far shows a 20 per cent increase over 
last year and Fall buying shows a 25 
per cent increase. The store annually 
gives a pre-school children’s party with 
shows and gifts for the youngsters. 
Attendance this year broke all records 
for crowds and buying, in consequence, 
was most gratifying. 


Dissolves Firm 

Detroit, MicH.— Parker Brothers 
Shoe Co., old Detroit firm operated by 
Abe and Julius Parker, with two local 
stores, has been dissolved. 
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Led Successful Member Drive 


BuFFALO, N. Y.—An association offi- 
cial who had much to do with the suc- 
cess of the recent convention of the 
New York Shoe Retailers Association 
in Buffalo and who has successfully 
sold the shoe dealers of the Queen City 
of the Lakes that they can accomplish 
more as a group than individually is 
Harry J. Deters, business manager of 
the Buffalo Shoe Retailers Association. 


HARRY J. DETERS 


Mr. Deters was born, reared and 
educated in the Bison city and has spent 
practically his entire business life here, 
jearning the shoe business at an early 
age. He started with Adam, Meldrum 
& Anderson in 1898, and remained with 
that company until 1906, when he be- 
came connected with the Newark Shoe 
Co., an association that continued from 
1906 to 1922, with a brief time out for 
the World War. He had charge at 
various times of all the real estate of 
the Newark Co., the advertising and 
supervision of its stores in New York 
state, 

Mr. Deters started three stores of 
his own in Buffalo which he operated 
until 1927. Then he accepted a posi- 
tion on the road for J. W. Carter for 
one year, and later for Albert H. Wein- 
brenner for whom he traveled until 
1929, when he was taken ill and forced 
to give up active business for a while. 

Late in 1931 Mr. Deters returned to 
the trade as secretary and treasurer 
of the Shoe Travelers Association. 
When he took the helm of this organi- 
zation it had only 15 members, but 
through Mr. Deters’ energy, this was 
increased to 32 out of a possible 40. 
In May of this year he was chosen 
business manager of the Buffalo Shoe 
Retailers Association and in June be- 
gan his work. His success in increas- 
ing the membership is the envy of 
every other local association official in 
Buffalo for he increased the member- 
ship from 20 to 105 paid-up members 
in a little over two months. His feat 
in increasing the membership is, per- 
haps, better realized from the fact that 
there are only 147 independent retail- 
ers in the city, 26 chains owned by out- 
side interests and 27 stores owned by 
four local dealers. 


There’s always a reason behind a su- 
perior product. In Panco Sta-tite Heels 
the patented, unique construction ac- 
counts for the unusual satisfaction of 
this fine heel. The strong, steel wire 
mesh affords a permanent, immovable 
anchorage to the heel base, assuring 
tight edges and nearly double the wear- 
ing thickness. Ask your men custom- 
ers what they think about this heel. 
You’ll find they will prefer it, because 
of its foo! proof results. Withal, Sta- 
Tites cost no more than any good qua‘'- 
ity heel. 


Wearing thickness is about 
double that of the ordi- 
nary heel. 


The concave shape, plus 
he wide bearing of the 
nail anchorage, assures a 
permanently snug fit. 


PANTHER PANCO cuetsea, mass. 


heels 
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Men's Shoes 


"HIGHEST, GRADE ONLY" 


Women's Shoes 


KUSH-IN-EZE 
HAND TURNED 
FOOTWEAR 
IN STOCK 


No. 156 Black 
Kid $2.35 


* VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 


Children's Footwear 


MRS. DAY’S IDEAL BABY SHOES 

infants’ Soft Soles...0-3 

intermediates ....... 1-5 

Flexible Hard Soles..2-8 

Bend for In-Stock 
Ostalog 
MRS. DAY'S IDEAL BABY 
SHOE CO. 

Danvers, Mass. 


Shoe Trees 


QUICK PROFIT ITEM + 50}: 


SIMPLEX SHOE TREES 


RETAILER 


SHOE TREE 
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MICHIGAN CONVENTION 


DETROIT, MICH.—Date of the annual con- 
vention of the Michigan Retail Shoe Dealers 
Association was confirmed for January 20, 2! 
and 22 by President Clyde K. Taylor, this 
month, at Grand Rapids. Plans to change to 
a different date have been abandoned. A 
style show will be a major feature of the 
convention, repeating the successful one in- 
augurated last year. 


Conathan With International 
Shoe Co. 


St. Lours—John Conathan, for many 
years identified with N. B. Thayer, L. 
Q. White and United Shoe Machinery 
Corporation, has joined the Interna- 
tional Shoe Co. as a factory quality 
man. Mr. Conathan comes from an 
old family line of shoe executives, en- 
joys an exceptionally fine record in 
the Eastern factories that he was asso- 
ciated with, and has an excellent back- 
ground. He has had many years of 
experience in New England factories. 


Suede and Gabardine Good 


CoLuMBus, OH10—While the weather 
is still too warm to have much response 
on Fall lines of women’s shoes, still 
Ray C. Dorr, manager of the Foot 
Saver Shop, reports a good demand for 
both leather and fabric shoes in black 
and brown. Suedes and gabardines in 
brown are selling briskly. Kids in 
black and brown are also an important 
feature of the retail trade. Rather 
elaborate ornamentation in the way of 
stitchings, overlays, foxings and some 
perforations are being shown. 

Mr. Dorr believes that brown and 
black will run very evenly during the 
remainder of the season. He looks for 
a good demand for fabrics for some 
time and says suedes will be good dur- 
ing most of the season. 


Adds Departments 


CINCINNATI, OH10—The H. and S. 
Pogue Company have not only entirely 
remodeled and refurnished their bet- 
ter shoes department but they have also 
added two new departments — the 
“Budget Shop” and “Young America,” 
the junior department. 

“The Shoe Salon,” their better shoes 
department, is done in modernistic 
style in Circassian walnut. The chromi- 
um framed chairs are upholstered in 
blue patent leather. Tan rugs cover 
the floor. This department has 80 
chairs. Modernistic lighting fixtures 
add to the beauty of the salon. F. H. 
Rasmussen, buyer for all Pogue shoe 
departments is manager of this and the 
other shoe departments. He says that 
Suede and cloth have been about even 
sellers so far with Suede to lead for a 
Winter shoe. 

“The Budget Shop,” featuring the 
Delart shoe at $6.50 is also done in 
Circassian walnut with cream trim. The 


30 chairs have chromium frames and 
are upholstered in tangerine leather. 
Handsome mirrors set into the wood 
paneling give a pleasing effect. The 
modernistic style of the shop is height- 
ened by the modernistic lighting fix- 
tures. M. Krockover, formerly with the 
John Taylor Dry Goods Company, 
Kansas City, Mo., is assistant manager 
of the Budget Shop. 

“The Young America,” devoted to 
junior and misses’ and children’s shoes 
is managed by L. Svendson who was 
with another Cincinnati firm for eight 
years. 


Black Suede with Patent 


Los ANGELES, CALIF.—A black suede, 
generously perforated, with an under- 
lay of. patent leather which shows 
through, resembling black beads, has 
proved a good leader among style shoes 
at the new Wetherby-Kayser store at 
5416 Wilshire Boulevard, Los Angeles, 
a store located in the most fashionable 
section of the city. This number has 
a built-up tongue of suede and patent 
leather of the colonial type. The heel 
and last show the continental influence. 

Wendell McCracken, the manager, 
finds suede with patent or reptile trim 
much in demand while the demand for 
fabrics, especially gabardines, has far 
exceeded earlier expectations. 

Among sport shoes seal skins with 
low broad heels are in the lead with the 
trend toward blue stronger rather than 
weaker. 

Among sandals the leaders are less 
open than last year and color combina- 
tions are preferred. Black and silver, 
gold and silver, and white and silver 
are in most demand among combina- 
tions. 

Sales in this new store to date are 
running far above expectations, Mr. 
McCracken states. 


Million Dollar Sales Increase 


CoLuMBus, OH1I0—Total sales for the 
first eight months of the year of the 
Schiff Co., which operates a chain of 
221 retail shoe stores and has head- 
quarters in Columbus, were $6,991,361 
compared with $5,848,263 for the cor- 
responding period in 1933. This shows 
a gain of 19.54 per cent. 

The company also reported that 
there was a decline of 2.26 per cent in 
the sales for the five weeks’ period end- 
ing Sept. 1 compared with the similar 
period in 1933. 


Shoe Store Burns 


MIAMI, FLa.—The Economy Shoe 
Store, said to be the oldest exclusive 
store in Miami, established in 1912 by 
M. L. Cowen, was recently destroyed 
by fire. The stock was so badly dam- 
aged that it was not offered for sale. 
The management announced that it will 
reopen in a new building to be erected 
on the site of the old, N. Miami Ave- 
nue and N. E. First Street. This has 
always been an exclusive men’s shop. 
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How Many Sales Do You Lose? 


Costly business! Showing a custcmer 
everything you've got—and then having 
him buy elsewhere....The many shoe 
manufacturers who are paying extra for 
the B. B. System of Finishing Upper 
Leathers are doing everything within their 


power to make things easier for you up on 


THE B. B. 


the sales firing line. B. B. Finished Shoes 
have that natural lustre and feel, and the 
increased eye-appeal which turn “lookers” 
into buyers. Are you getting such sales 
co-operation from the manufacturers who 
make the shoes you sell? .... . Boston 


Blacking & Chemical Co., Cambridge, Mass. 


SYSTEM 


OF FINISHING UPPER LEATHERS IN SHOE a 
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Men's and Women’s 
Slippers 


EVANS’ SLIPPERS 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 
77 Styles in Stock 
Send for Catalog 
No. 1435R 
Tan Kid. 


Hand Turned. 
5-18. C. D,-EE. 


B. EVANS’ SON CO. 
Wakefield, Mass. 
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Dancing Shoes and Taps 


TAP SLIPPERS 
ALUMINUM TAPS 
Black One Strap $1.60 
Kid Ri 65 
Patent 
Leather 


BROOKS SHOE 
MFG. CO. 
Swanson & Ritner Sts., 
Philadelphia 


Hosiery Protectors 


WALKk- 


PRONOUNCED WALK-EASY 


Stocking Protector 


are SEAMLESS 
and SMOOTH 
There 
seams on 
EZE’S to 
the heel. 
why they are the 
outstanding leaders 
in the field. 
ORDER FROM Wh 
YOUR JOBBER - 
Manufactured by 


Onondaga Hide & Leather Co., Syracuse,N. Y. 


Changes Position 

Detroit, MicH.—Arthur Cohen, 
formerly manager of the Eaton Tower 
Store of Earl’s Smart Shoes, is now 
associated with McBryde Boot Shop. 


What's New 


Makes Heels Secure 


An important selling point featured 
in connection with many of the shoes 
shown in the new catalog of D. Myers 
& Sons, Inc., is the six screw heel sys- 
tem, illustrated above, which gives addi- 
tional attachment to the heel seat, and 
thereby affords the customer a greater 


sense of security, with fewer complaints 
to be adjusted in the store. This 
method of heel attachment is especially 
desirable in the case of the higher 
Louis or spike heels. 


Self Adjusting Shoe 


St. Louis—International Shoe Co. is 
soon to promote a new adjustable type 
of arch shoe, embodying all of the fea- 
tures of the Wizard foot appliance and 
built over special lasts, under the name 
Wizard Adjustable Arch Builder. 


As shown in the illustration, the 
Wizard adjustable feature is stitched 
to the innersole, so that individual ad- 
justments, required to meet the foot 
condition of the wearer, can be made. 
Included with these shoes are an as- 
sortment of cushions of cork and rub- 
ber which can be slipped into the 
pockets to make the exact adjustment 
found necessary. Adjustments are pos- 
sible under either of the five metatar- 
sals, under the longitudinal arch and 
also on either side of the heel. 
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This shoe also permits an adjust- 
ment to be made on one shoe of a pair, 
in the case of a customer who has trou- 
ble with but one of his feet. 

C. G. Wooley, designer for Interna- 
tional, in commenting on this shoe, 
said: “We feel that in this construc- 
tion we are offering the shoe trade 
something entirely different in the way 
of a corrective shoe than anything that 
has been developed in the past. We 
believe that the trade as a whole will 
be interested in the novel features of 


Resume Luncheon Meetings 


Detroit, Micu.—Regular luncheon 
meetings of the Detroit Retail Shoe 
Dealers Association begin this week, 
Tuesday, according to President Stuart 
J. Rackham. The meetings were aban- 
doned at the beginning of the Summer, 
but will serve as regular get-togethers 
for shoe men, with many important 
ideas worked out at them for the co- 
operative good of the local trade. Meet- 
ings are usually held at the Hotel 
Tuller. 


"Trading Up" Tendency 


CoLumBus, OHI0—Stark Altmaier, 
operating a children’s and juniors’ shoe 
store under the name of Stark Alt- 
maier Inc., reports that there is a 
marked tendency to buy better shoes, 
not only for infants but also for jun- 
iors and growing girls. The entire 
line of shoes handled by this store is 
selling better than in former years 
when some of his customers purchased 
cheaper shoes for their children. The 
tendency to “trade up,” so to speak, in 
children’s and juniors’ footwear is more 
marked, he believed, than in women’s 
shoes. 


~ New Daytona Beach Store 


DAYTONA BEACH, FLA.—The Ashton 
Boot Shop has been opened at 230 
South Beach Street and is carrying a 
complete line of popular priced men’s, 
women’s and children’s footwear. Hand- 
bags to match ladies’ shoes will also 
be featured. Creighton Ashton and 
C. O. “Red” Hagerman are proprie- 
tors. Both are experienced shoe men, 
Ashton having been in the business for 
25 years and Hagerman for almost the 
same length of time. For the past 
several years both have been in Jack- 
sonville with the Paxson’s, Inc. 


Tom Bagwell Promoted 


SEATTLE, WASH.—Tom Bagwell, as- 
sociated with Florsheim’s uptown store 
for the past five years, has been pro- 
moted to manager of the Florsheim 
store at 903 Second Avenue, William 
E. Cotter, manager of the uptown store 
of the company, announced. Bagwell 
has been holding the post of assistant 
to Mr. Cotter. Prior to coming to the 
Pacific Northwest he was identified 
with the Florsheim factory at Chi- 
cago, where he received his footwear 
training. 
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hidden from view 


yet vitally important 
to the appearance and 
comfort of the shoe. 


THE QUALITY BOX TOE 
WT 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 


Riding Boots 


JUSTIN BOOTS 
Famous Since 1879 
A COMPLETE LING OF STYLES IN 


Riding, Cowboy and Lace Boots 
Write for Catalog X 
H. J. JUSTIN & SONS, Inc. 
FORT WORTH, TEXAS 


\ RIDING BOOTS 


For Men, Women and 
Children—also 
Jodhpurs and Field 
Boots. 


Write for catalog. 


CONN 


SOUTH BRAINTREE 


MASS 


LARGEST 
BOOT STOCK 


For Immediate Delivery 


Men, Women & Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 


Catalog 
R-7 on Request 


“COLT 
CROMWELL CO. 
1239 Broadway 
New York Cir 


Leipzig Fair Successful 


New York—The Leipzig Trade Fair 
just concluded comprised 4696 exhibits, 
an increase of 7 per cent over the last 
Fall Fair. It was attended by over 
4000 foreign buyers, an increase of 10 
per cent as compared with 1933, while 
the total number of visitors approached 
100,000. 

A gratifying increase was observed 
in the exhibits of textiles, building ma- 
terials, household furnishings, the arts 
crafts, and ceramics. The sales in all 
divisions are reported satisfactory, 
with a significant rise in foreign orders, 
This famous Fair is the great clearing 
house for extending German trade. 
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Peirce Notes Big Improvement 


PRovIWENCE, R. I.—‘Business has 
been the best during the past six weeks 
than for any similar period of several 
past years,” comments George E. 
Peirce, Jr., of the Thomas F. Peirce & 
Son, shoe retailing firm. 

Women’s footwear styles find their 
most popular subjects in suede com- 
bination, patent leather and kid being 
the most popular trimmings, according 
to Mr. Peirce. 

During the past year shoes have 
been graded up materially, their high- 
est priced shoe now being a $14.50 line 
as compared to a $10.50 line of a year 
ago. Mr. Peirce is emphatic in his 
report that people are demanding and 
buying better shoes stating that sales 
in all higher priced shoes are mounting. 


Triplex Stores Remodeled 


PHILADELPHIA— On Aug. 30, the 
Triplex Shoe Co., operating stores in 
New Jersey, Pennsylvania, and Vir- 
ginia, reopened their Norfolk, Chester, 
Pa., and Norristown, Pa., and Frank- 
ford Avenue, Philadelphia stores, after 
installing beautiful modern, new fronts. 
These fronts are absolutely the newest 
in design, construction of windows and 
have large Neon signs backed up with 
black carrara glass, which makes a 
very impressive combination. Business 
was carried on during these alterations 
and the grand openings on Aug. 30 in 
all four stores brought out huge 
crowds of enthusiastic shoe buyers. 

These stores having large modern 
show windows, afforded Triplex to 
really show their entire line of shoes in 
both men’s and women’s to great ad- 
vantage. 

A new feature at all of these stores 
was the addition of a new boys’ line 
of shoes copied from their men’s lead- 
ing sellers and this line was met with 
pleasing comments from the trade. 


Bailey's to Move 


PROVIDENCE, R. I.—Bailey’s Shoe 
Store is to move about Oct. 1, to a store 
on Weybosset Street, where they will 
have much enlarged floor space in addi- 
tion to being on one of the city’s main 
streets and in a spot where shoppers 
are many. William J. Runcie, man- 
ager, states they will have a large 
bargain basement besides a large first 
floor. They will continue to cater to 
family trade but will grade up some in 
their footwear lines to include a line 
of $6 women’s shoes. 


New Shoe Department 


SAN BERNARDINO, CALIF.—A model 
shoe department has been installed in 
the new Montgomery Ward and Com- 
pany store now completed. There are 
18 especially built display tables, each 
displaying 18 pairs of shoes. Visible 
shelving gives room for 3,200 pairs. 
The location is Fourth and E streets. 
The manager is W. R. DuBois. 


ESTABLISHED 1063 
2 $27 FIFTH AVENUE, NEAR 38th STREET 


A striking Fall ad by Cammeyer, New 
York, featuring shoes with 48 eyelets. 


Store Changes in Akron 


AKRON, OHIO.—Fall season in Akron 
is marked by additional new shoe 
stores and remodeling and enlarging of 
shoe departments. 

A new Wagoner and Marsh shoe 
store is to be opened about Oct. 1 at 
174 S. Main street, David Siff an- 
nounces. Wagoner and Marsh shoe 
stores for many years have served the 
Akron public in men’s and women’s 
shoes. The company until recent years 
maintained stores in Canton. 

The Park Lane Shoe store at 68 S. 
Main street, is remodeling the base- 
ment of the store for the sale of men’s 
shoes, the line to be added as soon as 
the additional space is made ready. 
This firm has been merchandising 
women’s shoes exclusively. 

Recent addition ,to Akron’s shoe 
stores is the new.Foot Care Boot Shop 
operated by Gus Yeck and R. D. Pat- 
rick, both well known in the retail shoe 
business. 


Good Show Window 


LOUISVILLE, Ky.—Potter’s had an 
effective show window to emphasize 
Fall styles. It consisted of a solid 
black front flat against the window. In 
this were cut square, oval and oblong 
boxes lined with pale green and just 
the correct size to hold a pair of shoes. 
Across the top of the window was 
written, “Potter’s Advance Fall Styles.” 
The insets in the contrasting coloring 
brought the shoes inside into sharp re- 
lief, and the limited number on dis- 
play—mnot more than a dozen—arrested 
attention. 
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YOUR FALL SHOE SELLING 
depends on SHOWMANSHIP ! 


Dramatized selling—showmanship—in ads and dis- 
plays, is absolutely necessary to increase customer 
interest and sell more shoes this Fall. 
are 50 good, sound, practical promotion ideas for 
newspaper ads, direct mail, window displays, interior 
displays, contests, style exhibitions—covering men's, 
women's, and children's shoes, rubber footwear and 


hosiery. 


50 IDEAS FOR FALL. 
PROMOTIONS 


WITH 41 ILLUSTRATIONS 
AND SHOE RECOR 
V 239 West 39th St., New York City 


Here's my Dollar—Send me a copy of 
IDEAS 


50 FALL PROMOTION 


EXTRA FINE QUALITY 
PIG LEATHER INSOLE 


v In this book 


You Repeat Your Profits with 
“America’s Finest Comfort Shoes”’ 


SCIENTIFIC SEWED 
HEEL SEAT 


NEW SPRING 
AND ELASTICITY 
TO EVERY STEP 


100% NAIL-LESS HEEL 
SEAT, NO NAILS TO 


Beware of Imitations 


NAILLESS 


The RIGHT FEATURE shoe which has undergone the acid test of 
several years manufacture will produce REPEAT PROFITS for you. 
Nu-Matics with their patented, scientific, 
features are virtually non-competitive. 
Men's and Women's Shoes, 


“cushion” and “nail-less" 
Send for our Catalog of 


ROHN SHOE MFG. CO. 
512 W. Florida St., Milwaukee, Wis. 


Un Matic 


CUSHIONED SHOES 


Obituary 


Robert C. Troll 


JERSEY City, N. J.—Robert C. Troll, 
founder in 1887 of Troll Bros. Shoe 
Store of this city, died Sept. 16 at his 
Summer home in Mount Tabor, N. J., 
after a long illness. 

A business and civic leader in Jersey 
City for many years, Mr. Troll was 
also widely known as president of the 
board of trustees of the Camp Meeting 
Association, president of the board of 
directors of Grace Simpson Methodist 
Episcopal Church of Jersey City, a di- 
rector of the city’s Y. M. C. A., a foun- 
der of its Kiwanis Club. - 

Mr. Troll was also active in banking 
and building and loan circles. He was 
a member of the advisory board of the 
Trust Co. of New Jersey and an officer 
in the Embe B. & L. Association of 
Jersey City. He leaves his wife, a son 
- and two sisters, all of Jersey City. 


Albert Stein, "Shoe King," Dies 


RICHMOND, Va.—Albert Stein, 65, 
long well known in the retail shoe busi- 
ness here, died at 11.30 o’clock Friday 
night, September 7, at his home, at 217 
E. Grace street. His death followed a 
period of ill health extending over the 
past three years. 

Mr. Stein was a native of Germany. 


He came to this country in his young 
manhood and established his home here. 
He had been well known in business 
circles here for nearly 50 years. 

He founded here the shoe store which 
was for many years owned and oper- 
ated under the name Albert Stein. The 
local business in time became widely 
known from Mr. Stein’s slogan the 
“shoe king.” He was considered an 
expert in his field and his advice was 
frequently sought by wholesale shoe 
dealers. 

About a year ago Mr. Stein’s busi- 
ness was incorporated and at the time 
of his death he was assistant manager 
of Albert Stein, Inc., located at 324 
East Broad street. 

He married many years ago a 
daughter of Mr. and Mrs. B. Samuels, 
a member of an old Richmond family. 
Mrs. Stein died about 5 years ago. 

Surviving Mr. Stein are a brother, 
Leon Stein, and two sisters, Mrs. 
Helena Bernstein and Miss Caroline 
Stein, all of this city. 


Old Methods, Newest 


Boston, Mass.—New England shoe 
manufacturers are cutting more vege- 
table tanned leather this Fall and 
Winter run than for many a year. 
Makers of men’s shoes are cutting the 
most of it. Makers of children’s foot- 
wear also are cutting it, and here and 
there makers of women’s shoes are cut- 


ting it. The bulk of the vegetable tan- 
ned leathers go into medium and fine 
grades of shoes. 

Old custom ideas in shoemaking are 
being revived. It’s the fashion. Work- 
men, skill in hand, are employed in 
increasing numbers. The purpose is to 
build into shoes details of craftsman- 
ship, as well as style, that are new to 
the rising generation. More custom 
style shoes are in the stores than for 
many a year. 

The vegetable tanned leathers fit into 
this new situation. They have the cus- 
tom look. 


Oppose Relief Repair 

PORTLAND, ORE. — Operation of its 
own relief bureau for the repair of 
shoes by the welfare organization of 
this city for persons on the unemployed 
and relief rolls is stoutly opposed by 
the shoe interests of this city. 

Through E. N. Weinbaum, manager 
of the retail merchants’ department of 
the Portland Chamber of Commerce, 
there has been recorded a denunciation 
of the plan for the family relief agency 
to open its own depot for the repair 
of shoes. They contend that if men ac- 
quainted with shoe repairing were 
taken from relief rolls and employed in 
such depot, an equal number of shoe re- 
pairers would be thrown out of work, 
and business would be drawn from 
about 200 shoe stores and repair shops 
of the city. 
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Bowling Shoes 


BOWLING SHOES 


PRICE 
Women's Oxfords— 
$2.25 5¢ less 
Combination Sole 
Right Foot 
Rubber Sole 
Rubber Heel 


Men's 
$2.35 


Left Foot 
Buckskin Sole 
Rubber Heel 


Ne. 224 


BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts., Philadelphia 


Leathers 


Registered marks for 
original grains in 
leathers of 


quality 


R. NEUMANN & CO. 


HOBOKEN NEW JERSEY 
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Howard Smith on Vacation 


CHICAGO, ILL.—Howard Smith, presi- 
dent of the J. P. Smith Shoe Co., Chi- 
cago, is spending two weeks in Los 
Angeles, where he joined his family on 
vacation there. 
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Sees Shoe Outlook Favorable 


[CONTINUED FROM PAGE 32] 


was followed by a statement from an 
official of the F. S. R. C. announcing 
that “There is no intention of doing any 
processing or otherwise disposing of the 
cow hides and calf skins, which are now 
or may become the property of the Fed- 
eral Surplus Relief Corporation, in the 
near future and probably not for a 
period of several months.” Apparently 
this surplus raw material will be held 
off until the government policy of as- 
sisting drought regions and reducing 
herds is ended. 

An additional encouraging note is 
heard from the drought regions them- 
selves, which have enjoyed copious 
rains. Orders have gone out from the 
government authorities to restrict pur- 
chases to those cattle raisers and farm- 
ers who cannot possibly feed their stock 
through the Winter. With the govern- 
ment prepared to lend on feed, and with 
prospects of higher cattle prices, all 
signs point to an early end of govern- 
ment cattle slaughter. Instead of the 
10 million herd originally estimated, it 
seems unlikely that total government 
purchases will reach 7 million. 


Optimistic for Future 


In closing, it seems to me that it may 
be worth while at this stage to make a 
few observations of what the near fu- 
ture may hold for the shoe and allied 
industries. Generally speaking, I think 
that tanners, shoe manufacturers, and 
retailers may look forward once more 
with a certain degree of confidence. 
With respect to volume, I cannot but 
feel optimistic. In the first place, con- 
servative calculations from our output 
records and such sparse sales informa- 
tion as is available indicate that the 
actual sales of shoes during the first 
half of 1934 were from 5 to 15% ahead 
of 1933. In the second place, consumer 
expenditures, which play a vital part in 
the demand for our product, continue to 
run high. According to calculations of 
the International Statistical Bureau, 
consumer spending in August showed a 
substantial increase over July, was 
higher than in August, 1933, and ap- 
proximated the March, 1934, peak. 
Government spending plays no small 
part in buttressing consumer purchas- 
ing power. As all signs point to a con- 
tinuance of government aid during the 
Winter, it seems but logical to expect 
that the shoe industry will be benefited 
by the augmented consumer spending. 
All in all, our output of shoes for the 
vear will probably reach if not exceed 
350 million pairs, or eoual to that of 
1933. and but 10 million pairs less than 
in 1929, a volume which no industry can 
criticize, but many may envy. 

This prospect seems confirmed when 
we view the course of prices in the shoe 
industry. According to the best calcu- 
lations available, a composite index of 
goods sold at retail reveals an increase 
in prices from April 1, 1933, to Septem- 
ber 1, 1934, of about 26%. This in- 


cludes shoe prices, which taken in- 
dividually, reveal an increase in price 
during the same period of about 12%, 
or somewhat less than half the increase 
in general retail prices. 


Price Increases Moderate 


I think the first conclusion which one 
obtains from these figures is that the 
shoe and leather industries have not 
played an important part in the rising 
cost of living. With higher prices for 
hides, skins and leather, and with in- 
creased labor costs, an increase of 12% 
in the price of the finished product at 
retail does not appear excessive, at 
least not in contrast with other retail 
prices. The consumer’s dollar has quite 
definitely enjoyed a greater purchasing 
power in the shoe field. 

It seems probable, however, that in 
congratulating ourselves on our volume 
and our prices, we forget that there 
may be a “colored gentleman in the 
woodpile.” To some extent, this picture 
of our price structure and in turn of 
our volume, reflects the partial sacrifice 
of one of our most important merchan- 
dising elements, quality. It is my own 
impression that a great part of this 
sacrifice has been in vain, for I believe 
that had we kept to our quality stand- 
ards, our volume would have been 
little different, and our price structure 
not materially higher. After all, an in- 
crease of from 25 to 50 cents in the 
original purchase price of a pair of 
shoes to pay for the additional cost of 
better grade material, may mean a sav- 
ing of $2 or more in wear to the con- 
sumer. This is a form of economy 
which the consumer may readily under- 
stand. 

Although it does not yet appear to be 
generally recognized that the scramble 
for lower price tags regardless of qual- 
ity is beginning to lose its popular ap- 
peal, I believe that thoughtful manufac- 
turers and retailers are becoming 
convinced that there are unexplored 
fields of profit in the direction of 
quality merchandising. We’ve been 
trading down in price long enough, let’s 
begin trading up in. quality. 


To Open Downstairs Store 


Kansas City, Mo.—Rothschild’s are 
preparing to open a downstairs store 
in their building at Tenth and Main 
Streets. A shoe department for men 
will be one of the features of this ex- 
pansion. The basement is being mod- 
ernized and will be as attractive as 
the upper floors. 

Merchandise in keeping with the high 
character of the store will be carried 
in the new department, but prices will 


‘be less than in the upstairs depart- 


ments. In addition to shoes the store 
will carry men’s clothing, furnishings 
and hats and women’s ready-to-wear 
and millinery. 
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Discerning women who appreciate 


STYLE, VALUE and FLEXIBILITY 
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BOSTON, MASSACHUSETTS 


~ 
- 
A 
> 
\ 
pes GR hy? 
* 
ie 


> > 


NATIONAL SHOE 


NEWS BULLETIN 


BOOT AND SHOE RECORDER, September 29, 1934 


Associate Membership 
Enrollment Grows 


Additional information has been issued 
regarding the plan of cooperation between 
the National Shoe Retailers Association 
and the National Boot and Shoe Manufac- 
turers Association, as approved by both As- 
sociations for cooperatively conducting joint 
conventions, the first to be held in St. Louis, 
January 7 to 10, 1935, simultaneously with 
the National Shoe Display conducted by the 
National Boot and Shoe Manufacturers 
Association, with the cooperation and sup- 
port of the National Shoe Retailers Asso- 
ciation. 

The plan provides for a reduction in ex- 
pense to manufacturers by eliminating one 
of the two exhibitions which formerly re- 
sulted in a duplication of cost and effort; 
and there is also now presented an oppor- 
tunity for constructive cooperation between 
the two Associations in matters of major 
importance. 


It is necessary for the plan to become ef- 
fective to secure two hundred associate 
members of the National Shoe Retailers 
Association, to extend for a period of three 
years, and we earnestly request that all 
manufacturers and the various allied factors 
in the Industry give the matter of associate 
membership in the National Shoe Retailers 
Association immediate attention. 


More than seventy-five manufacturers 
have signed the associate membership 
roll of the National Shoe Retailers Asso- 
ciation. We wish to state that the follow- 
ing members have sent in their applica- 
tions within the past few weeks, evidence 
that the plan for cooperative national 
shoe conventions and exhibits is receiving 
the favorable attention of the country’s 
leading manufacturers. 


D. Armstrong & Co....... Rochester, N. Y. 
Craddock-Terry Co........ Lynchburg, Va. 
The Irving Drew Co..... Portsmouth, Ohio 
Dyer & Hall, Inc........... Auburn, Maine 


Huth and James Mfg. Co... Milwaukee, Wis. 
The Julian Kokenge Co.. .. Columbus, Ohio 


Milford Shoe Co........... Milford, Mass. 
E. E. Taylor Corp.......... Boston, Mass. 
United States Shoe Co... . Cincinnati, Ohio 
St. Louis, Mo. 
Ramsey’s Inc............ New York, N. Y. 


Johansen Bros. Shoe Co.... St. Louis, Mo, 


What Are They Buying? 
A Consumer Check in Three Price Groups ~ 


+ order to find out about women’s habits in purchasing of shoes, a small 
consumer check was made among by the New York American among the 
upper, middle, and lower middle income groups. One hundred and fifty 
women were interviewed in each of these groups and the information thus 
gathered follows in question answer form: (A, upper; B, upper middle; C, 
lower middle income groups). 

How many pairs of wearable shoes have you in your shoe closet now (ex- 


cluding evening slippers) ? 


A B Cc 


(In the lower middle income group, the having of 2 or more pairs of 
shoes is not from buying them at one season in many cases, but due to holding 
them over—the purchasing of a pair in one color and then another pair in 
another color and having them on hand over a period of time.) 

Do you buy all the same brand of shoes and in the same store, or do you 
buy various brands—or do you buy mostly one brand and then various brands 


from time to time? 


Buy same brand consistently......................... 31 48 21 
Buy most of the time in one place, only now and then “ ee 


(Buying various brands—many women stated that when a brand of shoes 

that they knew to be of good reputation were offered at sale, they purchased 
them in addition to shoes they usually wore.) 

(Others stated the reason they wore various brands was because they 
purchased by style they liked at price they wanted to pay—not always finding 
what they wanted in one place—thus going to a number of stores.) 

Do you wear any arch or corrective shoes? 


9 


(Many of the women stated that they wore an arch inside of the regular 
walking shoe from time to time, but not all the time.) 

Do you buy as expensive an evening shoe as other shoes? 

About same price 45 17 15 


Do you wear old shoes or slippers about the house or do you purchase a 
pair of shoes for this wear—or have a worn good pair? 


Wear old shoes in good condition ...................... 51 69 18 
Wear worn run down old shoes or slippers.............. — 54 79 
Buy special shoes for home wear ....................... 99 27 53 


(Those buying special shoes for wear in the house were women who bought 
inexpensive shoes or corrective shoes.) 

(Women stated that they were more and more conscious of the fact tha! 
to keep one’s feet in good condition it was important to have good shoes— 
but still a number of them just wore slippers or any old and worn shoe, not 
having shoes half-soled or even having lifts straightened.) 
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RETAILERS ASSOCIATION 


HEADQUARTERS :—3022 Empire State Building, New York 
JOHN J. HOLDEN, Manager 


IMPORTANT TRADE TOPICS FROM THE N.S.R.A. STYLE CONFERENCE 


Significant statements from the work sheets of trade experts at the Fashion Laboratory of the 
National Shoe Retailers Association 


B. HARRISON CORT—We must admit that reduced’ 
incomes have compelled many to alter their standards of 
footwear purchases. Fear, perhaps, caused many to go 
from the sublime to the ridiculous price range, when in 
reality their income justified a continuance of their former 
standard. Many others have kept right on maintaining 
their standards, but wearing the shoes longer than former- 
ly with the addition of a few extra taps. Habit has been 
formed. Many incomes are practically restored and a 
grading up of standard is possible, but a habit of disre- 
gard of the feet has crept in. The times have brought 
about an indifference. The trade continues to buy be- 
cause of newly formed habits. As responsible parties we 
can break up this habit. 

* * 

LOUIS J. ROBERTSON—An additional encouraging 
note is heard from the drought region themselves, which 
have enjoyed copious rains. Orders have gone out from 
the government authorities to restrict purchases to those 
cattle raisers and farmers who cannot possibly feed their 
stock through the winter. With the government prepared 
to lend on feed, and with prospects of higher cattle prices, 
all signs point to an early end of government cattle 
slaughter. Instead of the 10 million head originally esti- 


mated, it seems unlikely that total will reach 7 million. 
* * * 


JULIUS A. GOLDBERG—To some manufacturers 
and retailers it may seem to work a hardship, when they 
learn that they will have to forego the practice of style 
piracy; particularly those manufacturers and retailers 
dealing in the cheaper grades, but on this point let me 
say that there are enough shoe stylists in the country who 
would welcome the opportunity of developing and pre- 
paring shoe designs for their particular needs. Through 
the existence of the Shoe Fashion Guild of America, the 
time is passed when a manufacturer or retailer can 
capitalize on the creative work of an associate in the 
industry. 

* * * 

M. A. MITTELMAN—The influence of fashion on the 
buying public is the means whereby the shoe industry can 
turn out a three per capita output in shoes to the Ameri- 
can public. Fashion has become like the postage stamp: 
a means to move goods. Fashion, if dutifully controlled 
and if well expressed, can be a boon to consumer and 
creator. The purpose of fashion is to move goods and 
the function of this conference is to facilitate this purpose. 
The aim of the conference is to tell the shoe buyer of 
America what is well expressed in style and color, and to 
suggest to him, styles and colors that will be in tune with 
the trend of consumer wants when spring comes around. 


GEORGE H. MEALLEY—For the past two seasons we 
have been concerned with a price complex which must 
eventually mean sub-standard quality and while the in- 
genuity of the American tanners, shoe manufacturers and 
retailers has, in the past, been pointed toward quality 
merchandise, we are being asked today to think only of 
lower prices. I warn you that the position we have ob- 
tained on the “Pinnacle of Quality” is very apt to totter 
if we are compelled to devote all of our efforts toward 
the lowering of price rather than toward the improvement 
of our product, and I make this prophecy to you if we 
can overcome this desire for sub-standard merchandise 
and again bend all of our efforts toward the better de- 
velopment of our product, these meetings in the future 
will be known as the Seasonal Leather Openings and the 


INTERNATIONAL Style Conference. 


* * 


Open Letter to Manufacturers 


A Group of Questions and Answers Concerning Associate Mem- 
bership in the National Shoe Retailers Association. 


Question: Who approved the plan of cooperation? 

Answer: The Board of Directors of both the National Boot and Shoe 
Manufacturers Association and the National Shoe Retailers Association. 
Question: Did all members of the National Boot and Shoe Manufac- 
turers Association, who approved the plan, agree to become Associate 
Members of the National Shoe Retailers Association? 

Answer: Yes. 

Question: Is it necessary to be a member of the National Boot and 
a, Manufacturers Association to be eligible for Associate Member- 
ship? 

Answer: No. . . . Trade affiliates are also eligible. 
Question: What is gained by b i A iate Member of the 
National Shoe Retailers Association? 

Answer: First: It eliminates the duplication of Exhibits by two 
branches of the industry, thereby saving expense to many who hereto- 
fore felt it was necessary to exhibit at both events. 

Second: By relieving the National Shoe Retailers Association of the 
details in connection with the Exhibit, it will permit our Association 
to devote the time originally consumed in this way to educational work 
for the benefit of shoe retailers of the country, and to problems in- 
volved in National legislation vitally affecting the Industry. 

Third: Present announced intentions involving the Government and 
various relief administrations entering into the processing of leather 
and the manufacture and distribution of shoes will require a united 
industry, including tanners, manufacturers, and retailers; and by the 
securing of additional funds for the National Shoe Retailers Asso- 
ciation to carry on its share of this work should prove of benefit 
to tanners, shoe manufacturers, and other branches of the Industry. 
Fourth: It should be considered that the circularizing of more than 
thirty thousand retailers of the country, and the necessity for bring- 
ing the importance of national problems to the attention of these 


retailers, is an item of greater expense than is involved in the con- 
duct of other associations reaching a far smaller number. This prob- 
lem is understood by the manufacturers and others who have so far 
indorsed the plan and have agreed to become Associate Members of 
the National Shoe Retailers Association. 

As Manager of the National Shoe Retailers Association, I 
believe that the manufacturers will be able to contact a great 
buying market—probably the greatest in shoe convention history. 

Most sincerely, 
Joun J. Hoven, 
Manager, National Shoe Retailers Association. 
Approved by 
J. O. Ball, 
Executive Vice-President, 
National Boot & Shoe Manufacturers Ass’n. 
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SALESMEN WANTED 


POSITION WANTED POSITION WANTED 


FoR SALESMEN: An unusual opportunity is 

offered salesmen to carry on the side a line 
of 36 samples of Women’s featured shoes, light 
weight construction, made by old established 
concern making high grade shoes; all carried 
in stock; particularly anxious for Southwestern 
connection. Line may be retailed at $6.50. 
Address D-850, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 


WELL known Work Shoe and Leather Boot 

manufacturer, starting out for Spring busi- 
ness soon, will consider agg 00 in following 
territories: Indiana, Chicago, iss., Ala., Ark., 
East Mo., Mich., So. Wis.. Virginia, So. Texas, 
Greater N. Y., Kans., Ohio, Del., Md. Ad- 
dress [D-852, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


ALESMAN: Metropolitan area Brooklyn. 

Hand-turn Footwear. Retail $8.50. Com- 
mission basis. Address D-860, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
76m, WN. X. 


SHOE salesmen to handle a line of new spe- 
cialty suede shoe brush as side line, excellent 
and fast selling fall item, carry samples in 
your pocket; commission basis; state references 
and territory in first letter. Address D-863, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


SALESMAN. Good opportunity for live wire 
man, experienced selling Stitchdown shoes. 
Must have Al following, Jobbers, Chains, De- 
partment Stores. Commission basis. Write 
fully. Address D-864, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 


RESIDENT salesmen for Boston, Baltimore, 
Cleveland, Chicago, St. Louis and suburbs 
to carry an outstanding “‘in stock” line, Infants’ 
to Misses’ stitchdowns in popular price range, 
on commission basis in connection with other 
non-conflicting lires. Address D-865, care Boot 
239 West 39th Street, New 
ork, N. Y. 


WANTED: Salesmen calling on eral store 
trade to carry a line of best selling numbers 
rubber and canvas footwear made by national 
manufacturer on straight commission basis—no 
drawing account. State territory you are now 
covering and lines you are carrying. Address 
D-866, care Boot & Shoe Recorder, 140 Federal 
Street, Boston, Mass. 


BUILDING A CORRECTIVE DEPT? SUCCESSFUL SHOE WINDOW 
I can make your Corrective Dept. suc- DISPLAY MAN 
cessful and nate. Have had ex- 
pert training and practice and can ow aila 
produce results. Many years’ experi- N Av ble 
ence in shoe business, practipedist Do you want windows to appeal to the 
since 1918 working with many Doc- can xen 
e usiness getters. xperience n 
tors on corrective treatments. Prefer every detail connected with shoes and 
working in large far western city, hosiery. Formerly display manager 
such as Spokane, Seattle, Portland, with of gg shoe 
San Francisco, etc. Best of refer- 
a a i i . Un ion- 
ences. Capable and industrious. 
Address D-855 Care ADDRESS D-859, CARE 
BOOT & SHOE RECORDER BOOT & SHOE RECORDER 
239 W. 39th St., New York, N. Y. 239 W. 39th St., New York, N. Y. 


CAN YOU USE A PRODUCER? 


A seasoned executive, 12 years’ experience in handling all phases of adver- 
tising and merchandising for a national shoe advertiser, welcomes an interview 
to demonstrate his ability to develop and put across a merchandising and 
sales plan that requires practical experience and knowledge of the shoe field. 
Twelve years’ experience in the advertising department of a nationally known 
shoe concern, the last three in direct charge of advertising, has well qualified 
him to buy photographic art work, handle typography, engraving, window 
display, direct mail and newspaper copy, in addition to the creation of an 
entire sales campaign that has produced results. Thoroughly familiar with 
all departments of factory, including office and factory management, and 
oo mpeg and industrial relations. Married. Will go anywhere. Available 
right now. 

Address D-869, care Boot & Shoe Recorder, 140 Federal St., Boston, Mass. 


LINE WANTED SHOE DYEING 
WANTED FOR VOLUME TRADE —DYE YOUR OFF COLOR SHOES— 
$2.00 AND $2.50 RETAILERS TURN THEM INTO READY SELLERS 
on Returned clean inside and outside, ‘Send trial. or: 
ether lines of footwear, is seeking represen- der or write for particulars. Wholesale price 67¢ 
tation of responsible factory in these grades. pair. 
Address D-871, care Boot & Shoe Recorder, ARTISTIQUE SHOE STUDIO 
209 8S. State Street, Chicago. 5 N. Wabash Ave., Chicago 


CLASSIFIED ADVERTISING RATES 


Ihe rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 


word of the address should be counted. 

lhe rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 

£7 Advertisements for this page must be in our New York office on Friday of the week preceding publication “@ 
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POSITION WANTED 


BUSINESS OPPORTUNITY 


HOTELS 


EXPERT shoe fitter and salesman desires con- 
nection in men’s department. Formerly with 
Volt Bros. Co., Dallas, Texas, in men’s mt 
ment for 9 years. Also several other high 
grade shoe stores in West and Middle West. 
Al references as to business ability and honesty. 
Address D-870, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


LINE WANTED 


High grade salesman with 
twenty years’ selling experience 
calling on the Shoe Manufactur- 
ing Trade in New England Ter- 
ritory, is interested in obtaining 
the Selling Agency for Products 
of Merit. Can supply best of 
references as to character and 
ability. 
Address D-857, care 


BOOT & SHOE RECORDER 
140 Federal Street, Boston, Mass. 


N intelligent, industrious salesman, now em- 

ployed, present connection over five years, 
desires a line of women’s shoes for next season. 
Experienced and well known. Present territory 
New York, New Jersey, Connecticut. Only 
strong concerns, willing to furnish weekly draw- 
ing account, considered. No others need answer 
this. Address D-868, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 


WANTED: Men with moderate capital to start 
in the shoe retail business in towns of three 
to ten thousand population within a radius of 
three hundred miles of Chicago. Must come 
well recommended with some shoe experience. 
Address D-867, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 


YOU CAN HAVE A _ BUSINESS PRO- 
FESSION OF YOUR OWN and earn b 
income in service fees. A new system 0} 
foot correction: readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Roston, Mass. 


WANTED TO LEASE 


1SH to lease three attractive shoe depart- 

ments in well-known high grade specialty 
shops in Central Pennsylvania. Will only be 
interested in reliable sources. Shoes to retail 
from $5.00 to $12.50. Address D-861, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


MERCHANTS’ NEEDS 


New Improved 


Pouy,Cur 
for Price Tickets 
$4.00 82.25 
gross half gross 
Tilts at any angle 


Convenient to the Shoe District 


The NEW 


TOURAINE 


Corner Tremont at Boylston St. 


% Newly improved and 
refurnished. 


% Now restored among 
Boston’s leading hotels. 


SINGLE $3.00 
DOUBLE $4.50 


* New Summer Restaurant. 

Dinner and Supper Danc- 

Garage Service. 
Choice Sample Rooms. 


Louis P. LaFranche, 


Treasurer 


Emile F. Coulon, 
President 


M. D. POLLINGER CO Holland bidg., St. Louis Mo. 


WANTED TO PURCHASE 


[NTERESTED in well established 
shoe store, preferably in city not over 100,000 

pulation. ddress D-862, care Boot & Shoe 
~~ 239 West 39th Street, New York, 


POSTER @ DEUTSCH 
436 Grand St., New York City 


Phone Dry Dock 4-0352 
—BUY FOR CASH— 
entire or surplus stocks of 


SHOES—DEPT. STORES 
Leases assumed Transactions confidential 


Buyers of Surplus Stocks 


We will buy surplus or entire stecks ef shees 
trom manufacturers, jobbers er retailers. 


QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Werth 2-5377 and 5378 


WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks randed Shoes such as 
KEnna-Jettick, Vital- 
Queen Quality, Bos. 


IRVIN RUBIN 
“The House of Jobs” 


830 Reade St. Cer. Church 
Phone Barclay 7-78%7 New York City 


On Western Trip 


Kansas, City, Mo—C. H. Jones, 
Jr., vice-president of The Common- 
wealth Shoe & Leather Company, was 
in Kansas City the week of Sept. 10. 


HOTELS 


In New York. a hotel 
-..moderate in price 
convenient 


FIREPLACE IN COLONIAL RESTAURANT 
@ Moderate in price...an ideal place to 
stay in New York. Single from $1.50. 
Double from $2.50. Weekly rates. 
@ Convenient...in the center of the 
shopping district, one block from Fifth 
Avenue and Penn. Station. 
@ Good food...you’ll enjoy our meals 
prepared by women cooks...only fresh 
vegetables used...home baked pastry. 
@ We will gladly send you on request 
an illustrated descriptive booklet with 
a beautiful map of New York City. 


Hotel Manager 


Herald Square 


116 WEST 84th STREET - (Opposite Macy's) 
NEW YORK 


v St. Louts tts 
Hotel 


81H & ST.CHARLE 


“91H & WASHINGTON 
$s? 20 andup 


| 
| 
tonians, Ete. 
| 


BOOT AND SHOE RECORDER, September 29, 1924 


Our Advertisers 
In This Issue 


Next 


HE style Conference held in New 1 

this week brought out some interesting 
expressions, revealing a trend toward im- 
proved quality in men's shoes. In next week's 
issue we discuss this important developmen? 
more fully, and follow up by showing somg 
interesting types of young men's shoes in 
the better grades that are arousing a de- 
cided interest among college men this Fall. 
We also tell what a leading authority on 
men's quality footwear thinks about the 
subject of selling quality to the customer in 
the shoe store. 

With the Fall season well under way, it's 
time to give thought to Winter business 
and how to make the most of Winter selling 
Next week we map a program for the mer- 
chant and propose a definite working plan 
for Winter shoe promotion. 


Published by BOOT ann SHOE 
RECORDER PUBLISHING CO. 


239 West 39TH STREET, NEw York City 


EVERIT B. TERHUNE, President 
WILLIAM M. LEBRECHT, Vice-President 
and Treosurer 
Vice-Presidents 
H. WALTER SCOTT 
BERNARD C. BOWEN 
LAWRENCE F. DUTTON 
ARTHUR D. ANDERSON, Secretary 


Directors 
in addition to the above-named officers 
HUGH M. BOWEN, SAMUEL G. KRIVIT 


Advertising Offices: 


New Yore 


239 W. 39th St. 


Cz 
209 S. "State St. 


140 St. 
Telephone: Liberty 4466 
L. F. Durron 


27 ‘Locust St. 
Teteghone: Garfield 3347 
GH M. BowEN 


N. W. Corner 56th and Chestnut Sts. 
: Sherwood 1424 
a. ScoTr 
CINCINNATI 
501 First Bank 
Telephone: Parkway 6 
Ratpg R. Lappe 


SUBSCRIPTION RATES 
price of the Boor SHom Recorpsr 
one year, which incl 
United” “ots and its possess: 
$2.60 extra. 


,ezeept-the above is $10.00 per year: in- 
-cluding postage. 


All subscriptions are payable in advance. Single capies 
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ONCE MORE~— 
MARINE BLUE 


SOME 
LIKE IT 
LIGHT— 

McNEELY 

No. 88 


SOME 
LIKE IT 
DARK— 

McNEELY 

No. 89 


Spring alter spring, the women of America wear 
navy-blue costumes, and from every indication 
the popularity of this color will increase, rather 


than diminish, in spring 1935. 


McNeely’s navy-blue is a clear, deep shade 


that is neither purple nor green. We believe 
that we are justified in saying that women have 
accepted it for -wear with all costume blues. We 
are making the same color in a dark and a 
lighter shade—the choice is a matter of individual 


preference. 


MCNEELY DIVISION 


ALLIED KID COMPANY 
Huntingdon and F airhill Sts., Philadelphia, Pa. 


W. 39th St., New York, N. Y. Entered as second class matter, 1925, 
Subseription price $3.60 per year. Printed in U. 8. A. 
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hidden from 


yet vitally important 
to the appearance and 
comfort of the shoe. 


@ 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 


2 
| 
9 
| 


BOOT AND SHOE RECORDER, October 6, 1934 


a the vening! 


* Priced for Profitable Turnover! 


OOTWEAR FOR EVENING is due for 

more of a play than ever before. And that 
of course, means quick turnover. The shoes 
illustrated on this page are not only styled 
right and made right but they are priced right! 
If you haven’t filled your requirements on 
these numbers you’re missing a sure thing. 


IN STOCK FOR IMMEDIATE DELIVERY! 


% TANGO SANDAL (a) 


9698—Black Faille—Silver Tr 
9699— White Faille—Silver Tr 
20/8 Spike Heel—AA to B Widths 


% MARTINI SANDAL (b) 


6026—All Silver Kid 
6027—All Gold Kid 
6028—Black Satin—Silver Tr 
6029— White Satin—Silver Tr 
20/8 Spike Heel—B Width Only—Sizes 3 to 7 


CHAMPAGNE SANDAL (c) 


9663—Black Satin—Multi-Col. Jewels. .$2.60 
9665— White Satin—Crystal Jewels.... 2.60 
9666—Silver Kid—Crystal Jewels 
9667—Gold Kid—Topaz Jewels 

20/8 Spike Heel—B Width Only—Sizes 3 to 7 


A Full Line of Women’s 
Novelty Shoes to retail from 
$3 to $5, including Welt 
Oxfords and Growing Girls’ 
Shoes in stock for immediate 
delivery ! 


19 S. HANOVER STREET * BALTIMORE, MD. 
* The Fastest Growing Women’s Novelty Shoe House! * 


When writing advertisers please mention Boot and Shoe Recorder 
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THE NEW COLORS 
COLONIAL 
colored 


PATENT 


Mascara Brown . 168 Beige 

Dark Brown ; Flint Grey 
Mahogany Brown 7 White 
Biscay Brown No. Pastel Green 


W obo . Tailleur Green 


Flaming Red Aquamarine Blue 


Canary Yellow ; Cobalt Blue 
Buff . Marine Blue 


val [ shows. wid combiital tt Welt wel. [ 


TKS well —is depentuble lit an lil prlece 


LON 


COLONIAL TANNING COMPANY 


BOSTON 


When writing advertisers please mention Boot and Shoe Recorder 
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What every merehant should know 


THE WORLD’S GREATEST 
SHOW WINDOW 


HE AMERICAN WEEKLY—like a 

great show window—is filled with 

so many interesting things that more 

than 20,000,000 people each week stop 
to see what is displayed there. 

When products you sell are adver- 
tised in this Mighty Magazine (reach- 
ing 1 out of every 5 families in the 
nation) it will pay you well to feature 
these products in your own window— 
on your own counters—and in your 
oun advertising. 


The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 
circulation. 

In each of 134 cities, it reaches one out of every two families 

In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 
-.. and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 


When writing advertisers please mention Boot and Shoe Recorder 
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Stock Number 4752. In 


sizes from 3$ to 9, C to 
AAA. One of 24 styles 
carried in stock in sizes 
ranging from AAA to EE, 
24 to 9. Made to retail at 


$4.00 and $5.00. 


H. G. LUMBARD 
SHOE COMPANY 
AUBURN 
MAINE 


| 
| 
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that this rich, mature kidskin has just the qualities they seek — real “laa Fenian, a 


flexibility that enhances comfort, and a refreshing “natural beauty” which endures an in-*%%,. 


credible length of time. 


JOHN R. EVANS & COMPANY, Camden, New Jersey 


hid 


DEFINITE SALES INFLUENCE 


f 
The H. G. Lutitiaig: Shoe: Company manufacture what many people consider America’s 
best looking and most comifortable::walking shoe. On the former score, the illustration 
speaks for itself. This smart oxford is a‘hand turn, with single sole construction — the last 
word in lightness and comfort. To give this masterpréeé/Ofcraftsmanship and artistry the 
finishing touch it deserves, the Lumbard Company chose Evans Ruby=Kid. They realized 
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Women’s SHOES THAT SELL 
—EVEN IN A MEN’S STORE! 


Mr. Frep M. NyeE— 
authority for the statements made 
in this advertisement 


Women’s Shoe Department in Fred M. Nye Co. 


Just one year ago the Fred M. Nye Co., of Ogden, Utah, opened a women’s 
shoe department in a store for men. Florsheims alone were carried — 
they were enough! Today the department is thriving, building steadily 
in volume, bringing customers back again and again, frequently with 
new friends. Only a line of shoes combining Florsheim style, quality 
and value could account for such instant and consistent success—and 


there’s only one such line, Florsheim’s—the line with a future for you! 


TO RETAIL AT hyp 
FLORSHEIM 


SHOES ror WOMEN 


THE FrorsHetmM SHOE COMPANY ¢ Manufacturers CuHuicaco 


When writing advertisers please mention Boot and Shoe Recorder 
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